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In  Alberta,  tourism  is  big  business.  Alberta’s  tourism/hospitality  industry  presently  creates 
an  estimated  100  000  full-time,  part-time  and  seasonal  jobs.  By  the  year  2000,  tourism 
has  the  potential  to  provide  220  000  jobs  for  Albertans.  This  tremendous  growth  potential 
represents  both  an  opportunity  and  a challenge. 

The  Alberta  Tourism  Education  Council  is  responding  to  that  challenge.  We  are  working  to 
put  together  a comprehensive  network  of  education  and  training  programs.  We  want  to 
help  those  people,  currently  working  in  tourism,  to  expand  their  skills  and  move  ahead  in 
the  industry.  We  also  want  to  attract  energetic  and  talented  individuals  to  the  many  excit- 
ing and  rewarding  career  opportunities  in  tourism. 

One  of  the  important  initiatives  we  have  undertaken  is  the  development  of  individual  certi- 
fication standards  for  a wide  range  of  tourism  occupations.  This  province-wide  system  of 
certification  is  a major  advance  for  Alberta’s  tourism/hospitality  industry.  It  provides  a spe- 
cial opportunity  for  us  to  work  with  our  partners  in  education,  government  and  industry. 
Certification,  itself,  provides  individuals  with  the  opportunity  to  demonstrate  their  skills, 
challenge  an  examination  and  receive  an  industry  recognized  certificate  from  the  Alberta 
Tourism  Education  Council. 

Certification  will  enable  employees  and  employers  to  further  their  career  development 
goals.  Certification  will  also  lead  to  an  enhanced  image  of  the  career  opportunities  avail- 
able within  the  tourism/hospitality  industry. 


If  you  would  like  more  information  on  how  you  can  benefit  from  these  certification  stan- 
dards, please  call  or  write: 

Alberta  Tourism  Education  Council 
1700  Standard  Life  Centre 
10405  Jasper  Avenue 
Edmonton,  Alberta 
T5J  3N4 

Phone:  (403)  422-0781 
Fax:  (403)  422-3430 
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T Standards  Overview 


▼ What  Are  Standards? 

Standards  are  points  of  reference  from 
which  measurements  may  be  made.  We 
often  hear  the  question  - “Does  this  per- 
son meet  the  industry  standard?”  yet  in 
many  instances,  we  haven’t  exactly 
defined  what  “industry  standard”  means  to 
the  different  people  who  work  in  the  four 
major  sectors  of  the  tourism  industry. 
Clearly,  many  very  different  perceptions  of 
“industry  standards”  exist. 

The  mandate  of  the  Training  and 
Certification  Committee  of  the  Alberta 
Tourism  Education  Council  is  to  bring 
together  industry  representatives,  educa- 
tors, government,  and  all  stakeholders  to 
help  define  these  industry  standards.  The 
challenge  this  task  presents  is  immense 
but  what  it  represents  is  an  exciting  step 
toward  the  pooling  of  resources  by  all  lev- 
els of  the  tourism  industry. 

▼ Why  Do  We  Want  To 
Define  Standards? 

For  too  long,  people  working  within  the 
tourism  industry  have  been  labelled  as 
unskilled  workers.  The  stereotype  is  far 
from  the  truth. 

The  time  has  come  to  generate  greater 
public  awareness  of  the  variety  and  com- 
plexity of  tourism  occupations.  As  a major 
step  in  developing  this  new  awareness,  the 
Certification  Program  of  the  Alberta 
Tourism  Education  Council  will  provide 
opportunities  for  those  within  the  industry 
to  earn  official  credit  for  their  educational 
and/or  work  experience. 

By  defining  standards  we  help  to  increase 
awareness  of  the  competencies  required  of 
professional  members  of  the  world’s 
fastest  growing  industry. 


▼ Who  Will  Benefit 
From  Standards  And 
How? 

In  the  long  run,  eveiyone  benefits  from  the 
defining,  implementing  and  monitoring  of 
performance  in  relation  to  predetermined 
industry  standards.  By  maintaining  or  rais- 
ing standards,  local  and  visiting  con- 
sumers benefit  as  well  as  those  profes- 
sionals who  meet  or  exceed  the  standards. 
Some  of  the  specific  groups  who  can  ben- 
efit from  the  development  of  standards  are: 

Employers/Owners 

▼ Standards  help  to  define  areas  where 
employees  must  be  proficient.  This 
helps  with  recruiting,  training  and 
development  of  staff  members. 

▼ Used  as  a checklist,  standards  help  to 
ensure  that  all  areas  of  the  business, 
which  are  employee-driven,  are  being 
satisfied. 

T As  a basis  for  developing  programs 
which  lead  to  certification,  standards 
provide  employers  with  a more  highly- 
trained  work  force. 

Service  Professionals 

(individuals  working  within  industry) 

▼ Standards  help  to  identify  career  paths. 

▼ Service  professionals  benefit  through 
an  enhanced  public  image. 

▼ Standards  provide  the  basis  for  chal- 
lenge, self  improvement  and 
advancement. 

▼ Standards  supply  a framework  for  cer- 
tification. Credit  is  earned  on  the  basis 
of  experiential  and  educational 
credibility. 
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▼ With  expectations  more  clearly 
defined,  standards  help  to  provide 
higher  and  more  measurable  levels  of 
performance  leading  to  enhanced  indi- 
vidual self-concept. 


▼ How  Do  You  Read 
These  Standards? 

It’s  actually  very  simple: 
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Students 

▼ Standards  help  students  to  visualize  all 
career  options  in  the  tourism  sector, 
leading  to  informed  decisions  regard- 
ing career  paths  in  tourism. 

▼ Standards  will  help  to  promote  the 
tourism  industry  as  a viable  and  fulfill- 
ing career  choice. 

Educators 

▼ Standards  provide  the  basis  for  the 
curriculum  and  program  development 
necessary  for  certification  from  the 
Alberta  Tourism  Education  Council. 

▼ Awareness  of  the  complexity  of  occu- 
pations within  the  tourism/hospitality 
industry  is  enhanced  through  establish- 
ing standards. 

▼ Existing  and  future  service  profession- 
als are  provided  with  frameworks  for 
enlightened  and  practical  training 
programs. 

▼ Educational  expertise  is  channelled  to 
the  areas  of  industry  where  it  is  need- 
ed and  applicable. 


MAJOR  CATEGORIES  (Indicated 
In  margin) 

indicate  general  skill  areas  within  an 
occupation. 

SKILLS 

are  the  abilities  a service  professional 
must  have  to  do  their  job. 

Core  Skills 

are  transferable  to  other  occupations  in 
the  industry. 

Specific  Skills 

apply  specifically  to  a stated  occupa- 
tion. 

KNOWLEDGE  STANDARDS 

specify  what  a service  professional 
must  know  to  be  considered  competent 
in  a skill. 

PERFORMANCE  STANDARDS 

specify  what  a service  professional 
must  demonstrate  to  be  considered 
competent  in  a skill. 


▼ Where  Do  We  Go 
From  Here? 

The  Alberta  Tourism  Education  Council 
has  a mandate  to  facilitate  the  develop- 
ment of  standards  and  certification  for  all 
occupational  areas  of:  i)  Food/Beverage 
ii)  Accommodation  iii)  Tour  and  Travel 
iv)  Attractions. 

The  standards  presented  in  this  booklet 
are  for  the  occupation  of  Sales 
Representative.  Additional  standards  con- 
tinue to  be  developed  and  validated,  by 
industry,  for  every  occupation  in  the 
food/beverage  and  accommodation  area. 

Soon,  individuals  from  all  sectors  will  be 
able  to  use  the  standards  as  a measure  of 
performance  in  their  chosen  occupation. 


T How  Are  Standards 
Affected  By  Company 
Policy? 

The  Alberta  Tourism  Education  Council 
recognizes  that  an  establishment  may 
have  internal  policies  that  may  affect  the 
way  a skill  is  performed.  Therefore,  some 
standards  have  ‘With  consideration  of  com- 
pany policy”  added  as  part  of  the  perfor- 
mance standard  which  will  be  used  for  cer- 
tification purposes. 

Company  policy  does  not  replace  the 
established  standard;  rather,  it  allows  the 
evaluator  to  determine  if  performance  is  to 
the  standard  or  follows  a particular  compa- 
ny policy.  The  Alberta  Tourism  Education 
Council  will  not  fail  a candidate  for  follow- 
ing policies  of  their  establishments. 
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Note:  Where  reference  is  made  to  legislation,  the  reader  is  expressly  advised  to  consult 
the  original  legislation,  and  to  obtain  further  advice  as  required. 
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SKILL  1: 

DEFINE  SELLING 
TERMS 


The  participant  must: 


STANDARD 


The  participant  will: 


5 


ALBERTA 

TOURISM 

EDUCATION 

COUNCIL 


• 1.1 


define  selling 
terms 


define  selling  terms: 

a)  buying  signals: 

verbal  and  non-verbal  indications  from 
clients  that  they  are  close  to  making  deci- 
sion to  buy 

b)  cold  call: 

first  contact  made  with  potential  client; 
done  without  an  appointment 

c)  commission: 

percentage  of  sales  revenues  given  to 
agent  of  sale 

d)  commitment: 

buyer  indicates  acceptance  of  proposal 
of  agreement  and  expresses  intent  to 
work  with  supplier 

e)  cross-selling: 

to  include  company  or  local  facilities,  ser- 
vices and  attractions  in  sales  package 

f)  definite  contract  (definite  booking): 
legally  binding  contract  is  in  place 
between  buyer  and  seller 

g)  deposit: 

buyer  gives  money  to  supplier  to  indicate 
acceptance  of  proposal  of  agreement 
and  intent  to  work  with  supplier 

h)  familiarization  trip  (fam  trips): 

tour  of  properties  and  services  to  demon- 
strate or  confirm  value  to  specific  target 
audience  (potential  clients);  costs  and 
responsibilities  are  shared  between 
facilities 

i)  incentive  program: 
arrangements  made  for  employees  or 
agents  of  company  as  reward  for 
achievement  (usually  in  sales) 

j)  invoice: 

written  request  for  payment 

k)  lead  sheet: 

form  used  to  record  information  about 
any  potential  client  which  will  enable 
company  to  provide  better  service  for 
that  client 

l)  letter  of  agreement  (proposal  of 
agreement): 

document  outlining  understanding 
between  buyer  and  seller  describing  ser- 
vices and  payments  to  be  rendered,  sent 
by  seller  to  buyer  for  any  desired 
changes  and  signature;  it  is  then  returned 


A.  SELLING 
SKILLS 
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SKILL  1: 

DEFINE  SELLING 
TERMS 


STANDARD 


The  participant  must: 


The  participant  will: 


1.1  cont’d. 


A.  SELLING 
SKILLS 


to  seller  for  signature 

m)  prepayment: 

money  given  by  buyer  to  seller,  usually  as 
term  of  a contract,  at  specified  dates 

n)  profile: 

list  of  companies  and  associations  which 
likely  have  needs  that  can  be  met; 
grouped  according  to  potential  for  sale 

o)  qualify: 

personal  contact  with  those  on  profile  list 
to  confirm  whether  likelihood  of  sale  is 
high,  medium  or  low 

p)  sales  blitz: 

concentration  of  cold  calls  and  distribu- 
tion of  promotional  materials  in  specified 
area  and  time  frame 

q)  sales  report: 

system  for  tracking  activity  and  success 
of  sales  staff 

r)  sales  tools: 

aids  which  provide  information  about 
products  and  services 

s)  trial  close: 

attempt  to  close  sale  when  client  gives 
buying  signals 

t)  site  inspection: 

allows  qualified  client  to  look  over  and 
experience  specific  product  or  service; 
used  primarily  to  finalize  details  of 
booking 

u)  site  visit: 

focuses  on  one  property  or  service;  cost 
and  organization  is  responsibility  of  spe- 
cific property  or  service 

v)  tentative  contract: 

legal  document  proposing  details  of 
arrangements  which  supplier  and  buyer 
have  agreed  upon,  with  deadline  for 
acceptance 

w)  tentative  first-option  (first  right  of  refusal): 
reservation  of  space  allowing  initial  buyer 
to  make  first  definite  reservation,  should 
another  buyer  show  interest  in  same 
space 


SPECIFIC 


SKILL  2: 

DEVELOP  CLIENT 
FILES 
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The  participant  must: 


The  participant  will: 


2.1 


list  major 
research  tools  for 
developing  client 
lists  and  sales 
leads 


2.2 


outline  procedure 
for  checking  past 
history  of  poten- 
tial client 


list  major  research  tools  for  developing  client 
lists  and  sales  leads: 

a)  existing  client  lists 

b)  government  data  bases 

• directories 

• local,  national  and  international  con- 
tacts for  tourism  officials 

c)  commercial  data  bases 

• directories 

• supplier  lists 

• trade  publications 

• chamber  of  commerce  contacts  and 
listings 

• association  listings  and  newsletters 

• membership  lists  from  clubs  and 
associations 

d)  local,  national  and  international 
newspapers 

e)  magazine  articles 

f)  television  and  radio  programs  and 
advertisements 

g)  community  contacts 

h)  development  authorities 

i)  convention  centre  contacts 

j)  referrals 

k)  public,  private  and  government  libraries 

l)  business  cards 

m)  trade  show  registrations 

n)  reports  from  business  lost  ___ _ 

A.  SELLING 

outline  procedure  for  checking  past  history  of  SKILLS 
potential  client: 

a)  ask  client  where  last  meeting  was  held 

b)  request  post-function  report  from  facility 
which  handled  last  meeting 
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SKILL  2: 

DEVELOP  CLIENT 
FILES 


The  participant  must: 


STANDARD 


The  participant  will: 


2.3 


identify  informa- 
tion contained  in 
post-function 
report 


identify  information  contained  in  post-func- 
tion report: 

a)  arrival  and  departure  dates 

b)  agenda  of  function 

c)  total  number  of  room-nights 

d)  number  of  rooms  booked  versus  number 
used 

e)  total  attendance  at  function 

f)  number  of  meetings 

g)  number  of  rooms  used 

h)  number  of  food  and  beverage  functions 

i)  total  attendance  at  food  and  beverage 
functions 

j)  post-function  impressions  from  staff 

k)  program  for  significant  others 


2.4  develop  profile  of 
potential  clients 


outline  procedure  for  developing  profile  of 
potential  clients  services: 

a)  use  research  tools  to  gather  information 
about  potential  clients 

b)  compare  needs  of  potential  clients  to 
property  services  and  facilities 

develop  profile  of  potential  clients 


A.  SELLING 
SKILLS 


2.5 


maintain  client 
files 


outline  procedure  for  maintaining  client  files: 

a)  keep  files  organized 

b)  cross-reference  files  and  lists 

c)  keep  in  touch  with  clients  on  regular 
basis  and  record  any  changes  to 
information 

d)  keep  activity  sheet  on  file: 

• names  of  contacts,  e.g.  secretaries 

• last  person  to  contact  client 

• date  of  last  contact 

• brief  notes  of  discussion 

• next  date  for  contacting  client 

e)  use  trace  system  for  feedback  and  re- 
booking opportunities 

maintain  client  files 
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SKILL  3: 
USE  SALES 
TOOLS 


The  participant  must: 


3.1 


identify  sales 
tools 


STANDARD 

The  participant  will: 

identify  sales  tools: 

a)  cold  calls 

b)  questioning  skills 

c)  trade  shows 

d)  telemarketing 

e)  networking 

f)  familiarization  trips  and  site  tours 

g)  in-house  advertising 

h)  external  advertising 

i)  incentives 

j)  sales  blitz 

k)  direct  mail 

l)  audio-visual  aids 
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3.2 


respond  to  differ- 
ent buyer  per- 
sonality types 


describe  how  to  respond  to  different  buyer 

personality  types: 

a)  for  analytical  types: 

• be  systematic 

• use  efficient  manner 

• provide  sufficient  information  about 
product  or  service 

• allow  time  for  buyer  to  consider 
recommendations 

b)  for  amiable  types: 

• take  time  to  establish  trusting 
relationship 

• take  time  to  understand  needs  of  buyer 
and  organization 

• be  responsive  to  requests  and  prob-  — 

lems  of  buyer  A.  SELLING 

c)  for  driver  types:  SKILLS 

• listen  willingly 

• avoid  becoming  defensive 

• follow  up  on  all  requests  promptly 

• provide  buyer  with  case  histories,  refer- 
ences and  factual  support  information 
whenever  possible 

• allow  buyer  time  to  consider  options 

d)  for  expressive  types: 

• use  good  questioning  skills 

• listen  carefully 

• demonstrate  competence 

• allow  buyer  to  provide  input  to  proposal 

• help  buyer  get  internal  support  for 
proposal 

• stay  on  top  of  sale  after  it  has  been 
closed 

respond  to  different  buyer  personality  types 


SALES  REPRESENTATIVE  STANDARDS 


10 


ALBERTA 

TOURISM 

EDUCATION 

COUNCIL 


A.  SELLING 
SKILLS 


SKILL  3: 
USE  SALES 
TOOLS 


The  participant  must: 


3.3 


follow  guidelines 
for  making  cold 
calls 


3.4  participate  in 
trade  shows 


STANDARD 

The  participant  will: 

outline  guidelines  for  making  cold  calls: 

a)  give  client  reason  for  meeting 

b)  be  creative 

c)  be  persistent 

d)  be  brief 

e)  listen  carefully 

f)  keep  accurate  notes  of  discussion 

g)  leave  client  with  positive  impression 

h)  follow  up  call  with  written  response 

follow  guidelines  for  making  cold  calls 

outline  how  to  participate  in  trade  shows: 

a)  contact  trade  show  organizers  to  find  out 
if  show  market  matches  target  market 

b)  gain  approval  to  register  in  show  and  reg- 
ister early 

c)  order  booth  supplies  as  necessary: 

• skirts  for  tables 

• chairs 

• plants 

• lights 

• carpet 

arrange  transportation  and  accommoda- 
tion well  in  advance  of  show 
confirm  arrival  time  and  set-up  proce- 
dures with  organizers 
take  adequate  supply  of  promotional 
material,  e.g.  brochures,  directories  and 
business  cards 

represent  company  in  professional 
manner: 

• dress  appropriately 

• do  not  eat,  drink,  smoke,  chew  gum  or 
engage  in  horseplay 

wear  comfortable  shoes 
never  leave  booth  unattended,  if  possible 
record  information  gathered  from  poten- 
tial clients 

visit  other  booths  at  trade  show  to 
research  competition  and  gather  ideas 
be  aware  of  cultural  differences  concern- 
ing business  cards 

follow  up  on  all  leads  obtained  from  trade 
show 

participate  in  trade  shows 


9) 


h) 

i) 
i) 

k) 

l) 

m) 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  3: 
USE  SALES 
TOOLS 


The  participant  must: 


3.5  follow 


telemarketing 

procedures 


STANDARD 

The  participant  will: 


outline  telemarketing  procedures: 
a)  identify  target  group 

prepare  list  of  clients  to  be  contacted 
prepare  sales  presentation 
use  sales  presentation  consistently 
record  results  of  each  call,  indicating: 

• no  answer 

• call  back 

• message  left 

• sales  made 
list  clients  with  potential 
follow  up  on  potential  sales 


b) 

c) 

d) 

e) 


f) 

g) 


follow  telemarketing  procedures 


A L B B R T A 
TOURISM 
EDUCATION 
COUNCIL 


3.6 


use  networking 


outline  how  to  use  networking: 

a)  join  and  participate  in  industry- related 
clubs,  associations,  committees  and  vol- 
unteer groups 

b)  exchange  information  with  contacts 
developed  in  various  groups 

use  networking 


3.7  follow  guidelines 
for  organizing 
familiarization 
trips 


outline  guidelines  for  organizing  familiariza- 
tion trips: 

a)  pre-qualify  clients  before  committing  to 
trip 

b)  establish  partnerships  with  other  proper- 
ties and  services,  e.g.  airlines,  tour 

operators  A.  SELLING 

c)  determine  which  company  will  take  lead  SKILLS 

role  in  running  trip 

d)  develop  checklist 

e)  advise  participants  in  advance  about 
which  costs  are  covered  in  trip 

f)  book  facilities  and  transportation 

g)  arrange  food  and  beverage  events 

h)  prepare  promotional  materials 

i)  confirm  final  details  and  participants 

j)  maintain  control  of  participants  at  all 
times: 

• establish  and  follow  itinerary 

• plan  every  minute  of  tour,  including  free 
time 

• ensure  participants  are  supervised  at 
all  times 

follow  guidelines  for  organizing  familiarization 
trips 


SALES  REPRESENTATIVE  STANDARDS 
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O 


SKILL  3: 
USE  SALES 
TOOLS 


LU 

cc 


u. 

o 


The  participant  must: 


STANDARD 


The  participant  will: 


3.8 


follow  steps  for 
evaluating  famil- 
iarization trips 
and  site  visits 


outline  steps  for  evaluating  familiarization 
trips  and  site  visits: 

a)  record  attendance 

b)  record  potential  and  actual  bookings 
generated 

c)  record  leads 

d)  assess  all  aspects  of  event 

follow  steps  for  evaluating  familiarization  trips 
and  site  visits 


3.9 


identify  in-house 
advertising  tools 


identify  in-house  advertising  tools: 

a)  brochures 

b)  magazines 

c)  tent  cards 

d)  signs 

e)  in-house  television  channel 

f)  telephone  messages 


3.10 


identify  external 
advertising  tools 


identify  external  advertising  tools: 

a)  television  commercials 

b)  radio  commercials 

c)  print  advertisements,  e.g.  newspapers 
and  magazines 

d)  outdoor  signs  and  billboards 

e)  sponsorship  of  community  events 


A.  SELLING 
SKILLS 


3.11  use  sales 
promotions 


outline  sales  promotions: 

a)  negotiate  price  discounts 

b)  offer  complementary  services,  for 
example: 

• shuttles 

• in-house  gifts 

• secretarial 

use  sales  promotions 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  4: 

QUALIFY  CLIENT 


The  participant  must: 


STANDARD 


The  participant  will: 


ALB  B RT  A 
TOURISM 
EDUCATION 

COUNCIL 


4.1 


explain  impor- 
tance of  qualify- 
ing clients 


explain  importance  of  qualifying  clients: 

selling  to  qualified  clients  is  more  effective: 
attempting  to  sell  to  unqualified  clients  is  a 
waste  of  time,  money  and  energy 


4.2 


list  criteria  used 
to  qualify  clients 


list  criteria  used  to  qualify  clients: 

a)  wants  or  needs  match  company  products 
or  services 

b)  can  afford  products  or  services 

c)  has  authority  to  make  purchases 

d)  is  accessible 

e)  meets  any  special  qualifications  neces- 
sary to  buy  products  or  services 


4.3 


qualify  clients 


outline  how  to  qualify  clients: 

a)  determine  size  of  group 

b)  determine  number  of  rooms 

c)  identify  reason  for  event 

d)  determine  when  events  are  held 

e)  identify  types  of  events,  e.g.  trade  show 

f)  determine  food  and  beverage 
requirements 

g)  analyze  special  requirements 

h)  determine  non-hotel  requirements 

i)  deteremine  ground  transportation 
requirements 

j)  determine  pre  and  post-event  tour  needs 

k)  identify  need  for  programs  for  significant 
others 

l)  determine  need  for  tours  relevant  to  orga- 
nization or  industry 

m)  determine  international,  national  and 
local  affiliations  of  client 

n)  identify  and  evaluate  competition  for 
client’s  business 

o)  identify  decision-maker,  e.g.  membership, 
board  or  manager 

p)  determine  decision  date,  e.g.  when  client 
will  commit  to  contract 

q)  determine  availability  for  client’s  events 

r)  determine  age  of  participants,  if 
appropriate 

qualify  clients 


A.  SELLING 
SKILLS 


SALES  REPRESENTATIVE  STANDARDS 
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o 


LU 

DC 


o 


LU 

0. 

C f) 


SKILL  5: 

MAKE  SALES 
PRESENTATION 


STANDARD 


The  participant  must: 


The  participant  will: 


5.1 


follow  steps  to 
make  sales 
presentations 


A.  SELLING 
SKILLS 


outline  steps  to  make  sales  presentations: 

a)  research  client  to  understand  wants  and 
needs 

b)  clarify  goals  of  presentation 

c)  know  products  and  services  as  related  to 
goals  of  presentation 

d)  consider  possible  objections  and  tailor 
sales  presentation  to  handle  those 
objections 

e)  decide  on  type  of  presentation;  consider 
size  of  group,  reason  for  presentation 
and  type  of  information  to  be  presented, 
e.g.  video  presentation,  slide  tape  pre- 
sentation, use  of  graphs  or  charts 

f)  organize  material  in  logical  order 

g)  prepare  strong  opening  statement  (first 
25  words  of  presentation  are  most 
important) 

h)  speak  simply  and  precisely;  avoid  words 
audience  does  not  understand 

i)  do  not  talk  down  to  audience 

j)  present  facts  accurately  and  honestly 

k)  use  non-verbal  communication,  e.g.  pro- 
ject enthusiasm  or  sense  of  urgency 

l)  vary  tone  and  loudness  of  voice  to  main- 
tain interest  of  audience 

m)  be  prepared  to  close  sale  at  any  time 
during  presentation 

follow  steps  to  make  sales  presentations 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  6: 

OVERCOME 

OBJECTIONS 


The  participant  must: 

Q 6.1  describe  differ- 
ence between 
objection  and 
excuse 


0 6.2  overcome  client 

excuses 


0 6.3  describe  sources 

of  common  client 
objections 


£ 6.4  identify  benefits 

of  client  objec- 
tions 


STANDARD 


The  participant  will: 


52 
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describe  difference  between  objection  and 
excuse: 

a)  objection  is  valid  concern  voiced  by  client 
as  to  why  products  or  services  are  inap- 
propriate for  client  needs 

b)  excuse  is  insincere  reason  given  by  client 
to  avoid  committing  to  products,  services 
or  sales  presentation,  e.g.  Tm  too  busy 
to  see  you  right  now’ 


describe  how  to  overcome  client  excuses: 

a)  be  persistent,  e.g.  ‘When  will  you  have 
some  free  time?’ 

b)  offer  alternatives,  e.g.  ‘I  will  be  free  next 
Tuesday;  I’ll  drop  in  then’ 


overcome  client  excuses 


describe  sources  of  common  client 

objections: 

a)  client  does  not  require  product 

b)  product  or  feature  of  product  does  not 
match  client  needs 

c)  source  of  product  (including  company  or 
person  offering  product)  is  unsatisfactory 
to  client 

d)  service  that  accompanies  product  is 
unsatisfactory 

e)  price  of  product,  mode  of  payment  or  dis- 
counts available  are  unsatisfactory 

f)  time  of  purchase  is  unfavourable 

g)  client  is  content  with  current  product  and 
supplier 


A.  SELLING 
SKILLS 


identify  benefits  of  client  objections: 

a)  provide  sales  representative  with  oppor- 
tunity to  give  client  further  information 
about  product  or  service 

b)  provide  opportunity  for  sales  representa- 
tive to  overcome  objections  and  reach 
win/win  situation 


SALES  REPRESENTATIVE  STANDARDS 
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A.  SELLING 
SKILLS 


SKILL  6: 

OVERCOME 

OBJECTIONS 


The  participant  must: 

6.5  anticipate  client 
objections 


6.6  identify  benefits 
of  using  client 
objection  lists 


6.7  follow  procedure 
for  overcoming 
objections 


STANDARD 

The  participant  will: 

describe  method  of  anticipating  client 

objections: 

a)  list  possible  objections,  e.g.  price,  loca- 
tion, prior  location,  services  available, 
bottom  line 

b)  list  ways  to  counter  objections 

anticipate  client  objections 

identify  benefits  of  using  client  objection  lists: 

a)  to  be  prepared  for  almost  any  objection 

b)  to  tailor  sales  presentation  to  answer 
questions  before  objections  are  raised,  or 
avoid  objections  all  together 

c)  to  improve  product  knowledge  while 
preparing  for  objections 


outline  procedure  for  overcoming  objections: 

a)  build  client’s  trust  and  respect  by  main- 
taining good  attitude 

b)  listen  carefully  to  objection: 

• to  show  respect  for  client 

• to  identify  and  understand  objection 

• to  allow  possibility  of  client  overcoming 
objection  on  own 

c)  clarify  objection  by  asking  questions 

d)  repeat  objection  to  indicate  clear  under- 
standing of  objection 

e)  reply  to  objection: 

• immediately,  to  avoid  client  believing 
that  sales  representative  is  avoiding 
objection  or  does  not  have  answer 

• briefly,  to  avoid  overly  long  answers 

• completely,  to  avoid  answers  that  are 
too  short  or  unsatisfactory 

f)  tailor  reply  to  personality  of  client  and 
nature  of  objection 

g)  confirm  that  objection  has  been 
answered 

h)  attempt  to  close  sale  immediately  after 
major  objection  has  been  overcome 

follow  procedure  for  overcoming  objections 


SPECIFIC 


SKILL  6: 

OVERCOME 

OBJECTIONS 


The  participant  must: 

$ 6.8  use  methods  of 

overcoming 
objections 


SALES  REPRESENTATIVE  STANDARDS 


STANDARD 


The  participant  will: 


ALB  BRT A 
TOURISM 
EDUCATION 


COUNCIL 


describe  methods  of  overcoming  objections: 

a)  ‘yes,  but 

• agree  with  client’s  objection  and  tactful- 
ly provide  answer  to  objection 

b)  direct  denial: 

• when  objection  is  obviously  wrong, 
tactfully  indicate  that  objection  is  not 
valid 

c)  superior  point: 

• counter  client’s  objection  with  superior 
sales  point  or  benefit 

d)  turning  negative  into  positive: 

• turn  objection  into  benefit,  particularly 
when  objection  is  based  on  sales  point 

e)  explanation: 

• tactfully  ask  client  to  explain  objection; 
upon  realizing  that  objection  is  incor- 
rect, client  will  often  retract  objection 

f)  question: 

• ask  series  of  questions  meant  to  lead 
client  to  answer  own  objection 

g)  testimonial: 

• use  testimony  of  satisfied  customers  to 
answer  objection 

h)  demonstration: 

• demonstrate  client’s  objection  is 
incorrect 

i)  defer  objection: 

• acknowledge  objection  and  explain  that 
it  will  be  addressed  later 

use  methods  for  overcoming  objections 


A.  SELLING 
SKILLS 
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SKILL  7: 
CLOSE  SALE 


STANDARD 


The  participant  must: 


The  participant  will: 


7.1 


identify  buying 
signals  from  a 
client 


identify  buying  signals  from  a client: 

a)  positive  body  language,  e.g.  relaxed 
facial  expressions,  confident  manner, 
leaning  forward  to  listen  more  attentively 

b)  interest  in  specific  dates,  e.g.  ‘So,  the 
ballroom  is  available  March  15’ 

c)  verbal  confirmation,  e.g.  'Right,  roast 
beef  for  150  on  the  7th’ 


7.2 


use  closing 
techniques 


A,  SELLING 
SKILLS 


outline  closing  techniques: 

a)  review  selling  points 

b)  contrast  advantages  and  disadvantages 

c)  assume  a close,  e.g.  ‘I  will  hold  those 
dates  for  you  and  prepare  the  necessary 
paperwork’ 

d)  close  on  minor  point,  e.g.  'Do  you  want  a 
coat  check  for  your  function?’ 

e)  overcome  objection  which  sales  repre- 
sentative and  client  have  agreed  is  only 
block  to  closing  sale 

f)  offer  premium  to  close,  e.g.  ‘And  I will 
give  you  ...’  or  ‘I  will  include  ...’ 

g)  use  last  chance  close,  e.g.  ‘If  you  don’t 
act  now ... ' 

h)  use  site  inspections,  e.g.  allow  qualified 
client  to  experience  specific  product  or 
service  related  to  contract 

i)  ask  for  order  directly 

use  closing  techniques 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  8: 

USE  FOLLOW-UP 
AND 

CONFIRMATION 

SKILLS 


The  participant  must: 

0 8.1  follow  check-list 

for  confirmation 
and  follow-up  of 
j sale 
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STANDARD 

The  participant  will: 

outline  check-list  for  confirmation  and  follow- 
up of  sale: 

a)  ensure  contracts  are  signed  and  returned 

b)  ensure  deposits  are  received 

c)  ensure  rooming  list  is  complete  and 
correct 

d)  fill  in  credit  applications  for  clients  if 
required 

e)  ensure  all  paperwork  is  complete  and 
correct 

f)  pass  on  information  to  other  depart- 
ments; for  example: 

• banquet  and  catering 

• accounting 

• front  desk 

g)  thank  clients  for  business  and  ask  for 
referrals  if  appropriate 

h)  greet  clients  on  arrival  and  re-establish 
contact  if  possible 

i)  after  function,  follow  up  with  client  to 
ensure  needs  were  met 

follow  check-list  for  confirmation  and  follow- 
up of  sale,  with  consideration  of  company 
policy 


A.  SELLING 
SKILLS 


SALES  REPRESENTATIVE  STANDARDS 
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o 


SKILL  1: 

USE  GENERAL 

COMMUNICATION 

SKILLS 


The  participant  must: 


STANDARD 


The  participant  will: 


• 1.1 


use  guidelines 
for  communicat- 
ing clearly 


outline  guidelines  for  communicating  clearly: 

a)  be  sure  verbal  and  written  messages 
reinforce  one  another  and  are  not 
contradictory 

b)  adjust  personal  style  to  that  of  client  by 
considering  client’s  style,  values,  beliefs 
and  biases 

c)  keep  messages  as  short  and  simple  as 
possible: 

• use  fewer  words  rather  than  more 

• use  precise,  uncomplicated  language 

• get  to  point 

d)  consider  purpose  and  goal  of  message 
before  speaking: 

• organize  ideas 

• prioritize  statements 

use  guidelines  for  communicating  clearly 


1.2 


use  steps  to 

develop 

message 


B,  COMMUNICATION 
SKILLS 


describe  steps  to  develop  message: 

a)  introduce  topic: 

• helps  client  focus  on  what  is  to  be 
discussed 

• includes  purpose  of  discussion  and 
order  in  which  message  will  be 
delivered 

b)  develop  details  and  express  in  point  form 
and  logical  order 

c)  summarize  points: 

• review  what  has  been  said 

• signals  message  is  ending 

d)  seek  feedback  by  pausing  regularly  and 
asking  for  responses 

use  steps  to  develop  message 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  1: 

USE  GENERAL 

COMMUNICATION 

SKILLS 


The  participant  must: 


STANDARD 


The  participant  will: 
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1.3 


follow  guidelines 
for  overcoming 
obstacles  to 
communication 


outline  guidelines  for  overcoming  obstacles 
to  communication: 

a)  match  personal  style  to  that  of  client,  for 

example,  match: 

• degree  of  formality  or  informality 

• desire  for  brief  or  long  conversation 

• emotional  level  of  response,  e.g.  cool 
or  excitable 

• preferred  way  of  receiving  information, 
e.g.  verbal  or  written 

b)  observe  protocol: 

• use  last  names  in  public 

• ensure  representatives  at  same  posi- 
tion as  client  are  available  to  client,  e.g. 
VP  talks  to  VP 

• ensure  etiquette  particular  to  client's 
company  is  observed 

follow  guidelines  for  overcoming  obstacles  to 
communication 


B.  COMMUNICATION 
SKIT, IS 


SALES  REPRESENTATIVE  STANDARDS 
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SKILL  2: 

USE  VERBAL 

COMMUNICATION 

SKILLS 


STANDARD 


The  participant  must: 


The  participant  will: 


2.1 


use  verbal  com- 
munication skills 


outline  verbal  communication  skills: 

a)  speak  clearly 

b)  use  variation  in  tone  of  voice 

c)  do  not  speak  too  slowly  or  too  quickly 

use  verbal  communication  skills 


2.2 


describe  impor- 
tance of  good 
telephone  skills 


describe  importance  of  good  telephone 
skills: 

a)  often  first  contact  which  client  has  with 
company 

b)  telephone  is  increasingly  taking  place  of 
face-to-face  meetings 

c)  effective  use  of  telephone  can  promote 
marketing  efforts  while  poor  use  can 
damage  company’s  image 


2.3 


use  telephone 
skills 


B.  COMMUNICATION 
SKILLS 


outline  telephone  skills: 

a)  be  courteous 

b)  smile;  it  creates  positive  frame  of  mind 
that  is  reflected  in  voice  tone 

c)  speak  clearly: 

• hold  microphone  directly  in  front  of 
mouth 

• do  not  speak  too  quickly  or  too  slowly 

• do  not  have  anything  in  mouth  while 
talking 

d)  when  answering  telephone,  answer 
promptly: 

• anything  over  four  rings  may  cause 
negative  feeling  on  part  of  caller 

• have  pen  and  paper  ready  and  be  pre- 
pared to  take  notes 

e)  when  making  call,  be  prepared: 

• take  out  client  file  prior  to  making  call 

• jot  down  goal  of  call 

• use  notes  as  guidelines  to  explain  pur- 
pose of  call 

• check  off  each  point  as  it  is  covered 

• review  list  to  ensure  everything  has 
been  covered 

f)  write  down  results  of  conversation 
immediately 

g)  create  action  plan  as  result  of 
conversation 

h)  follow  up  on  action  plan 
use  telephone  skills 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  2: 

USE  VERBAL 

COMMUNICATION 

SKILLS 


The  participant  must: 

0 2.4  use  techniques 

to  pass  tele- 
phone screening 
process 


STANDARD 


The  participant  will: 
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describe  techniques  to  pass  telephone 
screening  process: 

a)  be  friendly  and  respectful 

b)  have  correct  contact  names  and  titles 

c)  determine  availability  of  contact 

d)  send  preview  of  call  by  facsimile 

e)  find  out  name  of  person  screening  call 

f)  determine  best  time  to  call 


use  techniques  to  pass  telephone  screening 
process 


B.  COMMUNICATION 

SKILLS 


SALES  REPRESENTATIVE  STANDARDS 
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SKILL  3: 

USE  NON- 
VERBAL 

COMMUNICATION 

SKILLS 


STANDARD 


The  participant  must: 


The  participant  will: 


3.1 


define  non-verbal 
communication 


define  non-verbal  communication: 

conveyance  of  information  by  action  and 
appearance 


3.2  identify  compo- 
nents of  non- 
verbal 

communication 


B.  COMMUNICATION 
SKILLS 


identify  components  of  non-verbal 

communication: 

a)  make  frequent  eye-contact: 

• evasive  eyes  give  impression  that 
something  else  is  on  mind 

• unrelenting  eye  contact  causes  dis- 
comfort 

• pattern  of  looking  away  and  then  re- 
establishing eye  contact  is  desirable 

b)  use  firm,  quick  handshake: 

• a grip  which  is  too  weak  or  limp  gives 
impression  of  disinterest  or  inferiority 

• a grip  which  is  too  strong  or  tight  con- 
veys message  that  one  person  wishes 
to  overpower  other 

c)  be  meticulously  dressed  and  groomed: 

• conveys  respect  for  client 

• indicates  professional  attitude 

d)  be  aware  of  body  language: 

• crossed  arm  position  conveys  closed, 
secretive  and  non-receptive  attitude 

• open  arm  position  conveys  acceptance 
and  indicates  client  is  welcome 

• positioning  hands  on  hips  conveys 
confidence 

• erect,  good  posture  conveys  alertness 
and  attentiveness 

• poor  posture  conveys  boredom  and 
carelessness 

e)  be  aware  of  facial  expression: 

• raised  eyebrows,  eyes  open  wide  con- 
veys surprise 

• stretched  lips,  raised  eyebrows  drawn 
together  conveys  fear 

• eyebrows  pulled  down,  wrinkled  fore- 
head, squinting  eyes  conveys  anger 

• wrinkled  nose,  upper  lip  pushing  lower 
lip  conveys  disgust 

• eyebrows  drawn  together,  drooping  cor- 
ners of  mouth  conveys  sadness 

f)  allow  client  personal  space: 

• less  than  18  inches  implies  intimacy 

• 1 1/2  to  4 feet  conveys  being  personable 

• 4 to  12  feet  conveys  formal  approach 
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The  participant  must: 


The  participant  will: 


4.1 


describe  barriers 
to  effective 
communication 


describe  barriers  to  effective  communication: 

a)  preoccupation  with  something  else 

b)  closed  mind  - making  up  mind  and  refus- 
ing to  hear  any  more 

c)  premature  response  - not  waiting  for 
speaker  to  finish 

d)  noisy  or  distractive  setting 


4.2 


use  listening 
skills 


outline  listening  skills: 

a)  display  interest  and  enthusiasm: 

• nod  from  time  to  time 

• smile  appropriately  and  maintain  eye 
contact 

• encourage  speaker  to  say  more 

b)  paraphrase  (restate  speaker’s  comments 
in  own  words)  to  confirm  understanding 

c)  recognize  speaker’s  feelings: 

• note  non-verbal  indicators  of  mood 

• be  calm  to  reassure  speaker 

• accept  feelings  so  listening  can 
proceed 

d)  be  open-minded: 

• clear  mind  of  preconceptions 

e)  ask  for  more  details: 

• show  willingness  to  listen 

f)  provide  feedback  by  responding  to  what 
has  been  said  and  by  expressing  interest 
or  concern 

g)  ask  questions:  ^ — 1 

• invite  speaker  to  fill  in  or  clarify  any  B.  COMMUNICATION 

gaps  in  information  SKILLS 

h)  do  not  interrupt  or  finish  sentences  for 
speaker 

i)  offer  advice  or  make  decisions  only  after 
due  consideration 

use  listening  skills 
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SKILL  5: 

USE  WRITING 
SKILLS 


The  participant  must: 
5.1  use  writing  skills 


STANDARD 

The  participant  will: 

outline  writing  skills: 

a)  write  legibly: 

• print  or  type  if  handwriting  is  poor 

b)  use  short,  easy-to-understand  words  to 
convey  message 

c)  be  precise: 

• get  directly  to  point 

• state  ideas  clearly 

d)  spell  correctly 

e)  define  industry  terminology 

f)  determine  order  in  which  information 
should  be  presented  and  arrange  sen- 
tences logically 

g)  use  proper  grammar;  avoid  slang 

h)  prepare  draft  copy;  proofread  and  make 
revisions  before  producing  final  copy 

use  writing  skills 


B.  COMMUNICATION 

SKILLS 


CORE 
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The  participant  must: 


The  participant  will: 


5.2 


use  business 
documents 


outline  uses  of  business  documents: 

a)  use  business  letters  to: 

• acquaint  people  with  company 

• make  commitments  to  client,  e.g.  con- 
firm delivery  date 

• record  understandings  and  agreements 

• solve  problems,  e.g.  identify  concerns 
and  suggest  solutions 

• establish  meetings 

• create  legal  documents  (a  business  let- 
ter is  a legal  document;  always  keep  a 
copy) 

b)  use  sales  proposals  to: 

• outline  what  seller  will  provide  and  what 
buyer  will  pay  prior  to  closing  sale 

• specify: 

- parties  involved 

- offer  of  what  company  will  do  in 
measurable  terms 

- logistics  of  activities,  i.e.  where  and 
when 

- fees  and  payment  schedules 

- duration  of  offer 

c)  use  promotional  material  to: 

• create  interest  and  desire  to  purchase 
company’s  products 

• vary  methods  of  promoting  company, 
e.g.  ads,  brochures,  flyers 

d)  use  memos  to: 

• exchange  internal  information  when 
face-to-face  communication  is 
inappropriate 

• reinforce  key  points  using  short,  suc- 
cinct messages 


use 


business  documents 


B.  COMMUNICATION 
SKILLS 


5.3 


improve  writing 
skills 


outline  ways  to  improve  writing  skills: 

a)  take  business  writing  courses 

b)  use  reference  books,  e.g.  dictionaries, 
books  about  business  writing  styles 

c)  analyze  written  communication  from 
others 

d)  use  form  letters  and/or  imitate  style  of 
others 

e)  develop  personal  style 

improve  writing  skills 
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SKILL  6: 

USE 

PRESENTATION 

SKILLS 


The  participant  must: 


STANDARD 


The  participant  will: 


6.1 


identify  reasons 
for  setting  goals 
for  presentations 


identify  reasons  for  setting  goals  for 
presentations: 

a)  to  clarify  purpose  of  presentation 

b)  to  specify  target  audience 


6.2 


use  skills  to 

deliver 

presentation 


B.  COMMUNICATION 
SKILLS 


b) 


outline  skills  to  deliver  presentation: 
a)  research  audience: 

• gather  background  information  on 
needs  and  wants 

research  topic: 

• prepare  answers  to  anticipated 
questions 

• improve  self-confidence  and  chances 
of  successful  presentation  with  thor- 
ough knowledge 

organize  material: 

• record  ideas  in  logical  order 

• choose  appropriate  presentation  type 
and  audio-visual  aids 

speak  simply  and  precisely: 

• avoid  words  audience  may  not 
understand 

present  facts  accurately: 

• ensure  presentation  matches  facts 
acquired  in  research 

use  non-verbal  communication  skills 
communicate  feelings  about  topic, 
though  control  over  emotions  must  be 
maintained 

h)  vary  tone  and  loudness  of  voice  to  main- 
tain listener’s  interest 

i)  ask  for  feedback: 

• allow  time  during  and/or  at  end  of  pre- 
sentation for  questions 

use  skills  to  deliver  presentation 


c) 


d) 


e) 


f) 

g) 


6.3 


identify  different 
types  of  audio- 
visual aids 


identify  different  types  of  audio-visual  aids: 

a)  overhead  projector 

b)  slide  tape  projector 

c)  video 

d)  film 

e)  audio  tape 

f)  flip  chart 

g)  custom  binder 

h)  coloured  print  material 


SPECIFIC 


SKILL  6: 

USE 

PRESENTATION 

SKILLS 


The  participant  must: 

0 6.4  outline  presenta- 

tion types 


SALES  REPRESENTATIVE  STANDARDS 


STANDARD 


The  participant  will: 


ALB  BRT A 
TOURISM 
EDUCATION 


COUNCIL 


outline  presentation  types: 

a)  one-on-one: 

• use  when  listener  has  authority  and 
willingness  to  act  upon  presentation 

• advantages: 

- focus  on  listener 

- style  and  message  can  be  adjusted 
to  listener 

• disadvantages: 

- only  one  person  is  hearing  message 

- if  message  must  be  conveyed 
throughout  organization,  responsibili- 
ty falls  on  one  person  to  transmit 
message  clearly  and  effectively 

b)  small  group: 

• use  when  several  people  require  same 
information  or  must  participate  in  deci- 
sion-making process 

• advantages: 

- same  information  is  being  conveyed 
to  all 

- interaction  amongst  group  can  help 
to  convey  message 

• disadvantages: 

- accommodating  differences  of  opin- 
ion when  individuals  have  alternative 
or  conflicting  motives  and  stakes  in 
outcome 

- some  individuals  may  rely  on  others 
to  relay  information  and  not  attend 
presentation 

c)  large  group: 

• use  to  present  general  information  to 
wider  range  of  audience  interests 

• advantage: 

- conveys  same  information  to  large 
number  of  people 

• disadvantage: 

- limits  opportunity  for  feedback 


B.  COMMUNICATION 
SKILLS 
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SKILL  7: 

USE 

INTERVIEWING 

SKILLS 


The  participant  must: 


STANDARD 


The  participant  will: 


7.1 


describe  open- 
ended  and 
closed  questions 


describe  open-ended  and  closed  questions: 

a)  open-ended  questions: 

• broad  and  unstructured  questions 

• questions  that  allow  considerable  free- 
dom for  response 

• hypothetical  questions,  e.g.  ‘what  if 

b)  closed  questions: 

• questions  which  limit  how  client  can 
respond 

• questions  which  can  only  be  answered 
by  single  words,  e.g.  yes,  false 


72 


use  interviewing 
skills 


B.  COMMUNICATION 
SKILLS 


outline  interviewing  skills: 

a)  review  information  about  client 

b)  ask  background  questions: 

• use  discreet,  open-ended  questions 
about  client,  company  and  type  of  work 

c)  probe  for  details  to  determine: 

• general  and  specific  needs 

• numbers,  sizes,  places  and  dates 

d)  assess  responses: 

• ensure  adequate  information  is  gath- 
ered and  answers  are  clear 

e)  restate  response  to  confirm  message 
received  was  message  intended 

f)  gather  more  information,  if  necessary 

g)  anticipate  and  attempt  to  overcome  client 
objections 

h)  end  interview 

i)  evaluate  interview: 

• review  interview  to  see  if  skills  could  be 
improved 

• determine  whether  client: 

- was  put  at  ease 

- was  encouraged  to  respond 

• determine  whether: 

- right  questions  were  asked 

- appropriate  feedback  was  provided 

- useful  conclusion  was  arrived  at 

- commitment  to  purchase  was 
requested 

j)  record  in  client  file: 

• notes  on  interview 

• future  action  required 

use  interviewing  skills 
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SKILL  8: 

USE  MEETING 
SKILLS 


The  participant  must: 


STANDARD 


The  participant  will: 
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8.1 


outline  purpose 
of  meeting 
agenda 


outline  purpose  of  meeting  agenda: 

distributed  in  advance  to  help  participants 
focus  on  issues  to  be  addressed  and 
decisions  to  be  reached  at  meeting  in  orderly 
manner 


8.2 


use  meeting 

organizational 

skills 


8.3 


outline  require- 
ments of  formal 
meeting 


outline  meeting  organizational  skills: 

a)  write  agenda  for  meeting,  include: 

• time,  date  and  place  of  meeting 

• participants 

• purpose  of  meeting 

• topics  to  be  discussed 

• resources  needed  for  meeting 

• time  meeting  will  end 

b)  distribute  agenda  and  other  documents 
required  for  meeting: 

• minutes  from  previous  meetings 

• sales  budgets 

• market  plans 

• proposals 

c)  keep  record  of  discussions  during 
meeting 

d)  prepare  and  distribute  record  to  all  partic- 
ipants to  confirm  decisions  and  agree- 
ments and  to  remind  participants  of 
follow-up 

use  meeting  organizational  skills 


outline  requirements  of  formal  meeting:  B.  COMMUNICATION 

a)  presiding  officer  to  chair  meeting  SKILLS 

b)  recording  secretary  to  take  notes  of  meet- 
ing and  prepare  official  minutes 

c)  quorum  of  members  - minimum  number 
of  members  required  to  be  present  to 
conduct  official  business  at  meeting 
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SKILL  8: 

USE  MEETING 
SKILLS 


The  participant  must: 


STANDARD 


The  participant  will: 


8.4 


outline  major 
components  of  a 
formal  meeting 


B.  COMMUNICATION 
SKILLS 


outline  major  components  of  a formal 
meeting: 

a)  call  to  order  by  presiding  officer 

b)  approve  circulated  agenda;  items  may  be 
added  or  deleted  at  this  time 

c)  approve  minutes  from  previous  meeting 

d)  make  a motion: 

• motion  is  a formal  proposal  for  action 

• motion  is  moved  by  a person  recog- 
nized by  chair 

• motion  must  be  seconded  by  person 
who  addresses  chair  and  says,  ‘I  sec- 
ond the  motion’ 

• chair  reads  motion  and  it  is  recorded  in 
minutes 

• motion  is  then  debated 

e)  decide  on  motion  when  debate  has  con- 
cluded by  putting  the  motion  to  those  at 
meeting  for  a decision,  usually  shown  by 
a show  of  hands: 

• normally  motion  is  approved  by  a 
majority  vote 

• some  special  motions  may  require  two- 
thirds  majority 

f)  when  all  business  on  agenda  has  been 
dealt  with,  chair  asks  members  to  raise 
other  routine  items  that  do  not  require  for- 
mal notice 

g)  when  all  business  has  been  dealt  with, 
chair  calls  for  motion  to  adjourn;  motion 
is  then  seconded  and  voted  on 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  1: 
ADHERE  TO 
PROVINCIAL 
REGULATIONS 


The  participant  must: 

£ 1.1  adhere  to  Unfair 

Trade  Practices 
Act  regarding 
unfair  acts  or 
practices 


STANDARD 
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The  participant  will: 


outline  Unfair  Trade  Practices  Act  regarding 
unfair  acts  or  practices: 


4(1 ) For  the  purposes  of  this  Act,  the  following  are 
unfair  acts  or  practices: 

(a)  the  subjection  of  the  consumer  to  undue 
pressure  by  a supplier  to  enter  into  a consumer 
transaction: 

(b)  the  entering  into  a consumer  transaction  by  a 
supplier  when 

(i)  the  consumer’s  ability  was  such  that  he 
was  not  reasonably  able  to  understand  the 
character  or  nature  of  that  consumer  trans- 
action, and 

(ii)  that  supplier  took  unfair  advantage  of 
that  consumer’s  inability  to  understand  the 
character  or  nature  of  that  consumer  trans- 
action; 

(c)  the  entering  into  a consumer  transaction  by  a 
supplier  in  circumstances  where 

(i)  the  supplier  knew  that  there  was  a 
defect  in  the  goods  or  that  any  or  all  of  the 
services  could  not  be  provided, 

(ii)  the  supplier  knew  that  the  consumer 
was  not  aware  of  or  could  not  reasonably 
become  aware  of  the  defect  in  the  goods 
or  the  fact  that  any  or  all  of  the  services 
could  not  be  provided,  and 

(iii)  the  defect  in  the  goods  or  the  failure  to 
provide  any  or  all  of  the  services  substan- 
tially impairs  or  is  likely  to  impair  substan- 
tially the  benefit  or  benefits  reasonably 
anticipated  by  that  consumer  under  that 
consumer  transaction; 

(d)  any  representation  or  conduct  that  has  the 
effect,  or  might  reasonably  have  the  effect,  of 
deceiving  or  misleading  a consumer  or  potential 
consumer  and,  without  limiting  the  generality  of 
the  foregoing,  includes  any  representation  or 
conduct  of  the  following  kinds: 

(i)  a representation  that  the  goods  or  ser- 
vices have  sponsorship,  approval,  perfor- 
mance characteristics,  accessories,  ingre- 
dients, quantities,  components,  uses  or 
benefits  that  they  do  not  have; 

(ii)  a representation  that  the  supplier  has  a 
sponsorship,  approval,  status,  affiliation  or 
connection  that  he  does  not  have; 

(iii)  a representation  that  the  goods  are  of  a 
particular  standard,  quality,  grade,  style  or 
model  if  they  are  not; 

(iv)  a representation  that  the  goods  have 
been  used  to  an  extent  that  is  different 
from  the  fact; 

(v)  a representation  that  the  goods  are  new 
if  they  are  not; 

(vi)  a representation  that  the  goods  are 
new  if  they  are  deteriorated,  altered,  recon- 
ditioned or  reclaimed; 
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REGULATIONS 
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The  participant  must: 


The  participant  will: 


1.1  cont’d. 


(vii)  a representation  that  the  goods  have  a 
particular  prior  history  or  usage  if  they  have 
not; 

(viii)  a representation  that  the  goods  or  ser- 
vices are  available  for  a reason  that  is  dif- 
ferent from  the  fact; 

(ix)  a representation  that  the  goods  or  ser- 
vices have  been  made  available  in  accor- 
dance with  a previous  representation  if 
they  have  not; 

(x)  a representation  that  the  goods  or  ser- 
vices are  available  if  the  supplier  has  no 
intention  of  supplying  or  otherwise  provid- 
ing the  goods  or  services  as  represented 
or  if  the  supplier  does  not  have  any  rea- 
sonable grounds  on  which  to  believe  that 
he  has  the  ability  to  supply  or  otherwise 
provide  the  goods  or  services  as 
represented; 

(xi)  a representation  that  a specific  price 
benefit  or  advantage  exists  if  it  does  not; 

(xii)  a representation  that  a part,  replace- 
ment, repair  or  adjustment  is  needed  if  it  is 
not; 

(xiii)  a representation  by  a supplier  that  a 
solicitation  made  by  that  supplier  is  for  a 
particular  purpose  if,  in  fact,  that  solicita- 
tion is  made  for  a different  purpose  than 
was  represented; 

(xiv)  a representation  that  a consumer 
transaction  involves  or  does  not  involve 
rights,  remedies  or  obligations  if  the  repre- 
sentation is  deceptive  or  misleading; 

(xv)  a representation  such  that  a consumer 
might  reasonably  conclude  that  the  goods 
are  available  in  greater  quantities  than  are 
in  fact  available  from  the  supplier; 

(xvi)  a representation  as  to  the  authority  of 
a salesman,  representative,  employee  or 
agent  to  negotiate  the  final  terms  of  a 
consumer  transaction  if  the  representation 
is  different  from  the  fact; 

(xvii)  demanding  or  charging  a price  for  a 
consumer  transaction  that  is  materially 
higher  than  the  price  estimated  or  quoted 
by  a supplier  for  the  performance  of  the 
consumer  transaction  unless  the  consumer 
has,  before  the  supplier  has  proceeded 
with  performance  of  the  consumer  transac- 
tion, expressly  consented  to  the  perfor- 
mance at  the  price  demanded  or  charged; 
(xviii)  giving,  in  any  representation,  less 
prominence  to  the  total  price  of  the  goods 
or  services  than  to  the  price  of  any  part  of 
the  goods  or  services; 

(xix)  giving,  in  any  representation,  the  price 
of  any  part  of  the  goods  or  services  without 
the  total  price  of  the  goods  or  services; 
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The  participant  must: 
1.1  cont’d. 


STANDARD 


The  participant  will: 


(xx)  giving,  in  any  representation,  less 
prominence  to  the  total  price  of  the  goods 
or  services  than  to  the  amount  of  any 
instalment  to  be  paid  in  respect  of  the 
goods  or  services; 

(xxi)  giving,  in  any  representation,  the 
amount  of  any  instalment  to  be  paid  in 
respect  of  the  goods  or  services  without 
giving  the  total  price  of  the  goods  or 
services. 

(2)  An  unfair  act  or  practice  may  occur  in  the 
course  of  inducing  persons  to  enter  into  a con- 
sumer transaction,  notwithstanding  that  the  con- 
sumer transaction  is  not  completed  or  did  not 
take  place. 


(RSA/80  cU-3  s4) 

adhere  to  Unfair  Trade  Practices  Act  regard- 
ing unfair  acts  or  practices 


1.2 


adhere  to  Liquor 
Control  Act 
regarding  appli- 
cation for  ordi- 
nary or  resale 
permit 


outline  Liquor  Control  Act  regarding  applica- 
tion for  ordinary  or  resale  permit 


11  (2)  A letter  of  authorization  ...  shall  authorize  the 
agent  to  sign  and  receive  a permit  from  the  Board 
and  shall  set  out 

(a)  the  reason  for  desiring  the  permit, 

(b)  the  name  and  address  of  the  premises  where 
the  function  for  which  the  permit  is  desired  is 
intended  to  be  held, 

(c)  the  date  and  the  hours  during  which  liquor  is 
intended  to  be  consumed  at  the  function,  and 

(d)  the  approximate  number  of  people  who  are 
expected  to  attend  the  function. 

(AR  361/80  sll. 2) 


1 9(1 ) No  resale  permit  will  be  issued  for  a function 
held  on  Good  Friday. 

(2)  No  resale  permit  will  be  issued  for  a function 
held  on  Sunday,  except  if  the  function  is  held  on 
December  31  and  that  day  is  a Sunday. 

20(1)  Unless  otherwise  authorized  by  the  Board,  a 
special  permit  shall  not  be  in  effect  before  7:30  a.m. 
on  the  day  for  which  it  is  issued  or  after  1 :30  a.m. 
on  the  following  morning  and  shall  not  be  issued  for 
any  period  longer  than  8 hours,  including  one  hour 
for  consuming  liquor  after  the  serving  of  liquor  is 
required  to  cease. 

(2)  Notwithstanding  subsection  (1),  an  ordinary 
permit  shall  not  be  in  effect  before  12  noon  or  after 
11:30  p.m.  on  Sunday,  unless  otherwise  authorized 
by  the  Board. 


(AR  361/80  Si  9-20) 


adhere  to  Liquor  Control  Act  regarding  appli- 
cation for  ordinary  or  resale  permit 
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1.3 


adhere  to  Liquor 
Control  Act 
regarding  maxi- 
mum liquor 
resale  price 


outline  Liquor  Control  Act  regarding  maxi- 
mum liquor  resale  price: 

22  The  maximum  selling  price  charged  by  a resale 
permittee  shall  not  exceed  the  prices  from  time  to 
time  set  by  the  Board. 

(AR  361/80  s22;  191/83) 

adhere  to  Liquor  Control  Act  regarding  maxi- 
mum liquor  resale  price 
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1.4  adhere  to  Liquor 
Control  Act 
regarding 
licensed 
premises 


C.  PRODUCT 
AND 
INDUSTRY 
KNOWLEDGE 


outline  Liquor  Control  Act  regarding  licenced 
premises: 

1 0(1 ) No  licence  for  a beverage  room  shall  be 
issued  unless  the  Board  is  satisfied  that  the  hotel  in 
which  the  beverage  room  is  located  has 

(a)  sufficient  furnished  guest  rooms  in  addition  to 
bedrooms  required  for  the  use  of  the  applicant, 
his  family,  and  employees, 

(b)  suitable  facilities  for  the  serving  of  meals  in 
the  hotel  under  the  direct  control  of  the  applicant, 
unless  the  Board  exempts  the  hotel  from  the 
requirements  of  this  clause  by  a notice  in  writing 
for  the  period  stated  in  the  notice,  and 

(c)  facilities  for  the  serving  of  food  in  the  bever- 
age room  satisfactory  to  the  Board  ... 

(AR  362/80  si  0;  263/85) 

17(1)  A bus  company  licensee  shall  serve  liquor  in 
a bus  only  to  passengers. 

(2)  A bus  company  licensee  shall  purchase  liquor 
only  from  the  Board  if  the  liquor  is  to  be  served  in 
buses  that  operate  wholly  in  Alberta  ... 

(AR  362/80  si 7;  190/84) 

22(1)  A licensee  in  respect  of  a dining  room  may 
sell  only  liquor  specified  in  the  licence  in  the 
licensed  dining  lounge  only  for  consumption  with 
meals  in  the  dining  lounge. 

(2)  A licensee  of  a dining  lounge  in  a hotel  or 
motel  who  provides  room  service  to  bona  fide 
guests  in  their  guest  rooms  may  sell  liquor  by  the 
glass  or  bottle,  as  the  case  may  be,  for  consumption 
in  the  guest  room. 

(AR  362/80  s22;  109/84;  263/85) 

25  The  Board  shall  not  issue  a licence  for  a lounge, 
unless  food  can  be  readily  provided  to  patrons  of 
the  lounge  from  a dining  lounge  ...  that  adjoins  or  is 
physically  connected  with  the  proposed  lounge. 

(AR  362/80  s25;  263/85) 

27(2)  The  Board  shall  not  issue  a licence  for  a night 
club  unless 

(a)  the  dining  lounge  ...  has  at  least  100  seats, 
and 
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1 .4  cont’d. 


(b)  meals  can  be  readily  provided  to  patrons  of 
the  night  club  during  the  hours  that  liquor  can  be 
sold  in  the  night  club,  as  prescribed  in  Schedule 
1 , from  a facility  that  is  operated  by  the  licensee 
and  adjoins  or  is  physically  connected  with  the 
night  club ... 

(AR  362/80  s27;  263/85) 

33  A licensee  in  respect  of  a licensed  race  track 
may  sell  liquor  and  liquor  may  be  consumed  in  the 
enclosed  areas  of  the  stand  at  the  race  track  that 
are  described  in  the  license. 

34  A licensee  in  respect  of  a licensed  race  track 
may,  on  the  concourse  level  of  the  race  track  or 
other  area  at  the  race  track  prescribed  in  the 
licence,  sell  only  beer,  cider  or  both  and  beer  or 
cider  sold  shall  be  served  in  paper  or  plastic  con- 
tainers approved  by  the  Board. 

(AR  362/80  S33-34;  263/85) 

35  At  a licensed  race  track  beer  and  cider  may  be 
consumed 

(a)  in  prescribed  parts  of  the  concourse  level, 

(b)  in  prescribed  parts  of  the  open  stands,  or 

(c)  any  other  place  at  the  race  track  prescribed  in 
the  licence. 

(AR  362/80  s35) 

36  A licensee  in  respect  of  a licensed  recreational 
facility  may  sell  liquor 

(a)  to  members  of  the  public  who  have  paid  a fee 
and  are  entitled  to  use  the  facility,  and 

(b)  to  bona  fide  guests  who  are  entitled  to  use 
the  facility. 

(AR  362/80  s36;  263/85) 

41(1) ...  the  Board  may  issue  a licence  in  respect  of 
a sports  stadium  authorizing  the  sale  and  consump- 
tion of  beer  or  cider  or  both  if 

(a)  the  municipality  in  which  the  sports  stadium  is 
located  passes  a by-law  approving  the  sale  and 
consumption  of  beer  or  cider  or  both  at  that 
sports  stadium,  and 

(i)  at  professional  sports  events, 

(ii)  at  other  professional  entertainment 
events,  or 

(iii)  at  both  professional  sports  and  other 
professional  entertainment  events  ... 


(AR  362/80  s41 ; 263/85;  273/86) 

44  In  a licensed  theatre  liquor  may  be  sold  and  con- 
sumed only  at  live  performances,  or  at  a film  festival 
approved  by  the  Board. 

(AR  362/80  s44) 
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1 .5  adhere  to  Liquor 
Control  Act 
regarding  special 
events  licence 


outline  Liquor  Control  Act  re garding  special 
events  licence: 

74  The  Board  may  issue  a special  events  licence  to 
a corporation,  municipality,  or  unincorporated  asso- 
ciation of  persons  satisfactory  to  the  Board,  in 
respect  of  an  exhibition,  fair,  combined  exhibition 
and  rodeo,  special  sports  event  or  other  special 
event  approved  by  the  Board. 

(AR  362/80  s74) 

78  The  Board  may,  in  addition  to  approving  a build- 
ing or  structure  as  premises  for  use  under  a special 
events  licence,  approve  for  use  under  that  licence 
an  outside  area  for  the  consumption  of  liquor  that  is 
enclosed  and  properly  segregated  from  any  area 
used  by  the  general  public. 

79  A special  events  licensee  shall,  unless  otherwise 
directed  by  the  Board,  provide  on  the  premises 
named  in  a special  event  licence  not  less  than  one 
security  officer  for  every  50  persons  attending  the 
special  event. 

(AR  362/80  S78-79) 

adhere  to  Liquor  Control  Act  regarding  spe- 
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1 .6  adhere  to  Liquor 
Control  Act 
regarding  maxi- 
mum hours  of 
sale  of  liquor  and 
conditions 
thereof 


outline  Liquor  Control  Act  regarding  maxi- 
mum hours  of  sale  of  liquor  and  conditions 
thereof: 


a)  beverage  rooms 

e)  buses 

f)  clubs 

g)  dining  lounges 

h)  lounges 

j)  night  clubs 

l)  racetracks 

m)  recreation  facilities 

o)  special  events 

p)  stadiums 

q)  theatres 


10:00  a.m.  - 2:00  a.m. 
weekdays  ... 
as  set  by  the  Board 
10:00  a.m.  - 1:00  a.m. 
weekdays:  Sundays,  as  set 
by  the  Board 
10:00  a.m.  - 2:00  a.m. 
weekdays:  Sundays  11:00 
a.m.  - 2:00  a.m. 

10:00  a.m.  - 2:00  a.m. 
weekdays  ... 

10:00  a.m.  - 2:00  a.m. 
weekdays  ... 

one  hour  before  post  time 
until  end  of  the  last  race 
10:00  a.m.  - 1:00  a.m. 
weekdays;  Sundays  12 
noon  - 1:00  a.m.  ... 
as  set  by  the  Board 
one  hour  before  game  time 
until  conclusion  of  the  event 
one  hour  before  opening 
curtain  until  final  curtain  ... 
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CONDITIONS: 


1 In  beverage  rooms,  lounges,  post-secondary  edu- 
cational institutions  and  night  clubs,  consumption  of 
liquor  is  permitted  for  a maximum  of  one  hour  after 
the  time  when  liquor  sales  are  required  to  cease  but 
at  the  expiration  of  that  period  all  patrons  must  leave 
the  licensed  premises. 

2 In  licensed  premises  not  described  in  Condition  1 , 
the  period  for  consuming  liquor  is  one  hour  beyond 
the  time  when  liquor  sales  are  required  to  cease. 

3 When  New  Year’s  Eve  falls  on  Saturday  or 
Sunday,  licensed  premises  may  remain  open  for 
extended  hours  of  sales  and  service  of  liquor  as 
approved  by  the  Board. 

4 On  application  by  the  licensee,  the  Board  may,  for 
exceptional  circumstances,  approve  extended  hours 
of  service  in  licensed  premises  in  addition  to  those 
listed  in  this  Schedule. 

5 No  licensee  shall  sell  or  serve  liquor  in  a licensed 
beverage  room,  lounge,  night  club  or  post-sec- 
ondary educational  institution  on  Sunday  unless 
otherwise  authorized  by  the  Board. 

6 The  Board  may  change  the  opening  hour  of  a 
licensed  premises  to  an  earlier  time  if  the  Board 
considers  that  special  circumstances  exist  that 
require  the  change. 

7 The  Board  may  extend  the  hours  of  liquor  service 
at  an  airport  for  a licensed  lounge,  dining  lounge  or 
travellers  lounge  for  serving  liquor  to  air  travellers  ... 

(AR  362/80  Sched.  1 ; 319/82;  7/83;  190/83; 
263/85) 

Note:  weekdays  refers  to  Monday  - Saturday 
inclusive,  unless  otherwise  noted;  closed 
Sunday 
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1 .7  adhere  to  Liquor 
Control  Act 
regarding  maxi- 
mum patrons  or 
seats  in  licensed 
premises  and 
conditions 
thereof 


outline  Liquor  Control  Act  regarding  maxi- 
mum patrons  or  seats  in  licensed  premises 
and  conditions  thereof: 


a)  beverage  rooms  200 

b)  dining  lounge  250 

c)  lounge  125... 

e)  nightclub  275 


f)  recreational  facility  125... 

CONDITIONS: 

1 The  Board  may  determine  whether  the  maximum 
number  prescribed  in  this  Schedule  is  the  number  of 
patrons  or  the  number  of  seats  in  the  licensed 
premises  to  which  the  number  relates. 

2 Subject  to  Condition  3,  the  maximum  number  of 
patrons  or  seats  in  any  one  room  in  licensed 
premises  shall  not  exceed  the  maximum  number  set 
out  in  this  Schedule. 

3 In  exceptional  circumstances  the  Board  may,  on 
application  by  the  licensee,  extend  the  licence  to 
other  rooms  or  prescribed  areas  of  the  licensed 
premises. 

4 No  licensee  shall  permit  the  number  of  patrons  in 
licensed  premises  to  exceed  the  maximum  number 
of  patrons  or  seats  authorized  in  this  Schedule  or, 
from  time  to  time,  by  the  Board. 

5 The  number  of  patrons  or  seats  authorized  by  the 
Board,  for  any  particular  licensed  premises,  may  be 
less  than  the  maximum  prescribed  in  the  Schedule. 

6 The  total  allowable  occupant  load  of  the  licensed 
premises  shall  be  determined  pursuant  to  the 
Alberta  Fire  Code  (Alta,  Reg.  151/84)  but  the  num- 
ber of  patrons  in  the  licensed  premises  shall  not 
exceed  the  number  set  out  in  this  Schedule,  unless 
otherwise  directed  by  the  Board. 

7 The  Board  may  prescribe  the  maximum  number  of 
patrons  or  seats  for  licensed  premises  that  are  not 
specified  in  this  Schedule. 

8 If  the  maximum  number  of  patrons  or  seats  in 
licensed  premises  before  the  date  of  coming  into 
force  of  this  Regulation  exceeds  the  maximum  num- 
ber of  patrons  or  seats  set  out  in  this  Schedule  and 
major  alterations  of  the  licensed  premises  are  to  be 
made,  the  number  of  patrons  or  seats  in  those 
premises,  as  altered  or  renovated,  shall  not  exceed 
the  maximums  set  in  this  Schedule  unless  other- 
wise prescribed  by  the  Board. 

9 The  Board  may  prescribe  the  maximum  number  of 
seats  in  a dining  lounge  ...  to  exceed  the  maximum 
set  out  in  clause  (b). 

(AR  360/80  Sched.  2;  288/82;  7/83;  190/83; 
263/85) 
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outline  Liquor  Control  Act  regarding  advertis- 
ing by  licensees: 


1 6(1 ) No  person  shall,  without  the  approval  of  the 
Board,  advertise  directly  or  indirectly 

(a)  any  licensed  premises, 

(b)  that  premises  are  licensed  premises, 

(c)  that  liquor  is  available  at  licensed  premises, 
or 

(d)  the  types  of  liquor  that  are  available  at 
licensed  premises. 


(2)  No  proposed  sign  intended  to  be  displayed  by  a 
licensee  relating  to  licensed  premises  shall  be  dis- 
played unless  it  is  approved  by  the  Board  before  it  is 
displayed. 


(AR  364/80  Si  6) 

adhere  to  Liquor  Control  Act  regarding 
advertising  by  licensees 


1.9 


adhere  to  Liquor 
Control  Act 
regarding  inspec- 
tion of  premises 


outline  Liquor  Control  Act  regarding  inspec- 
tion of  premises: 

114(1)  An  inspector  may  enter  and  inspect,  at  any 
reasonable  time, 

(a)  licensed  premises, 

(b)  premises  with  respect  to  which  a permit  has 
been  issued,  or 

(c)  premises  with  respect  to  which  the  licence 
has  been  cancelled  or  suspended  and  liquor  has 
not  been  delivered  to  the  Board  ... 

to  ensure  compliance  with  this  Act,  the  regulations 
and  by-laws  pursuant  to  the  regulations. 

(2)  When  acting  under  the  authority  of  this  section, 
an  inspector  shall  carry  identification  in  the  form 
prescribed  by  the  Board  and  present  it  on  request  to 
the  owner  or  occupant  of  the  premises  referred  to  in 
subsection  (1) ... 

(RSA/80  cL-17  si  14) 
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1.10  outline  Liquor 
Control  Act 
regarding 
offences  and 
penalties 


outline  Liquor  Control  Act  re garding  offences 
and  penalties: 

104(3)  A corporation  convicted  of  an  offence  under 
this  Act  for  which  no  specific  penalty  has  been  pro- 
vided is  liable 

(a)  for  a first  offence  to  a fine  of  not  more  than 
$3000,  and 

(b)  for  a 2nd  or  subsequent  offence  to  a fine  of 
not  less  than  $2000  and  not  more  than  $1 0 000. 

(RSA/80  cL-17  si  04.3;  85  c36  s28) 
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1.11  outline  Liquor 
Control  Act 
regarding  liabili- 
ty of  occupant 


outline  Liquor  Control  Act  regarding  liability 
of  occupant: 

111(1)  On  the  proof  that  an  offence  under  this  Act 
has  been  committed  in  a house,  shop,  room  or 
other  premises  in  respect  of  which  no  permit  has 
been  issued,  or  has  been  committed  in  licensed 
premises 

(a)  by  a person  employed  by  the  occupant  of  the 
house,  shop,  room  or  those  other  premises  or 
licensed  premises,  or 

(b)  by  a person  whom  the  occupant  permits  to  be 
or  to  remain  in  the  house,  shop,  room  or  those 
other  premises  or  licensed  premises  or  to  act  in 
any  way  for  the  occupant, 

the  occupant  shall  be  deemed  to  be  a party  to  the 
offence  so  committed  and  is  liable  to  the  penalties 
prescribed  for  the  offence  as  a principal  offender, 
notwithstanding  that  the  offence  was  committed  by 
a person  who  is  not  proved  to  have  committed  the 
offence  under  or  by  the  direction  of  the  occupant. 

(2)  Nothing  in  this  section  relieves  the  person  actu- 
ally committing  the  offence  from  liability  for  the 
offence. 

(RSA/80  cL-17  sill) 


1.12  outline  Fire 
Prevention  Act 
regarding  fire 
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systems 
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1.13  adhere  to  Fire 
Prevention  Act 
regarding  occu- 
pant load  sign 


outline  Fire  Prevention  Act  regarding  fire  pro- 
tection systems: 

15(1) ...  fire  protection  systems,  including  fire 
alarms,  standpipes  and  sprinklers  shall  be  installed 
in  buildings  in  conformance  with  the  requirements  of 
the  Alberta  Building  Code  1985,  and  the  Electrical 
Protection  Act  and  Regulations  under  that  Act. 

(AR151/84  si 5. 1 ; 135/86) 

outline  Fire  Prevention  Act  regarding  occu- 
pant load  sign: 

46.1  (1 ) A floor  area  or  part  of  a floor  area  classified 
as  an  assembly  occupancy  that  has  an  occupant 
load  exceeding  60  persons  shall  have  the  occupant 
load  posted  on  a sign  in  an  accepted  location  near 
the  principal  entrance  ... 

(AR  151/84  S46.1;  135/86  S14) 

adhere  to  Fire  Prevention  Act  regarding 
occupant  load  sign 
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outline  Fire  Prevention  Act  regarding 
obstructed  exits: 


47(1 ) Corridors  used  by  the  public,  access  to  exits 
and  exits  shall  be  maintained  free  of  obstructions  ... 


(AR  151/84  s47;  135/86) 

adhere  to  Fire  Prevention  Act  regarding 
obstructed  exits 


outline  Fire  Prevention  Act  regarding  emer- 
gency lighting: 


50  Except  as  provided  in  section  6,  emergency  light- 
ing shall  be  provided  in  buildings  in  conformance 
with  the  Alberta  Building  Code  1985,  and  the 
Electrical  Protection  Act  and  regulations  under  that 
Act. 


(AR  151/84  s50;  135/86) 


outline  Fire  Prevention  Act  regarding  fire 
safety  plan: 


54(1 ) Except  where  a written  exemption  has  been 
issued  by  the  Fire  Authority,  a fire  safety  plan  which 
includes  the  following  measures  shall  be  prepared 
for  buildings  ... 

(a)  the  emergency  procedures  to  be  used  in  case 
of  fire  including  sounding  the  fire  alarm,  notifying 
the  fire  department,  instructing  occupants  on  pro- 
cedures to  be  followed  when  the  fire  alarm 
sounds,  evacuating  endangered  occupants  and 
confining,  controlling  and  extinguishing  the  fire; 

(b)  the  appointment  and  organization  of  desig- 
nated supervisory  staff  to  carry  out  fire  safety 
duties; 

(c)  the  instruction  of  supervisory  staff  and  other 
occupants  so  that  they  are  aware  of  their  respon- 
sibilities for  fire  safety; 

(d)  the  holding  of  fire  drills; 

(e)  the  control  of  fire  hazards  in  the  building; 

(f)  the  maintenance  of  building  facilities  provided 
for  the  safety  of  occupants  ... 


(AR  151/84  s54;  135/86) 
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SKILL  2: 
PREPARE  FOR 
SALES 


STANDARD 


The  participant  must: 


The  participant  will: 


2.1 


plan  sales 
according  to 
company  busi- 
ness cycle 


outline  how  to  plan  sales  according  to  com- 
pany business  cycle: 

a)  consider  company  business  cycle: 

• peak  seasons 

• slow  seasons 

• regular  bookings,  e.g.  annual  conven- 
tions, Christmas  parties 

b)  seek  new  business: 

• during  slow  seasons 

• between  regular  bookings 

plan  sales  according  to  company  business 
cycle 


provide  client 

information 

packages 


C.  PRODUCT 
AND 
INDUSTRY 
KNOWLEDGE 


outline  how  to  provide  client  information 
packages: 

a)  have  all  information  about  facilities  on 
hand: 

room  types  and  features 
number  of  rooms 
recreation  facilities 
banquet  facilities 
meeting  rooms 

audio-visual  facilities  and  equipment 
room  rates 
discount  policy 
credit  and  payment  policies 
reservation  policy 
booking  procedures 
high  and  low  seasons 
determine  type  of  booking  inquiry 
determine  client’s  information  needs 
according  to  buyer-readiness,  e.g.  gener- 
al inquiry  or  request  for  contract 
assemble  necessary  documents 
send  package  to  client 


b) 

c) 


d) 

e) 


provide  client  information  packages 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  2: 
PREPARE  FOR 
SALES 


The  participant  must: 


STANDARD 


The  participant  will: 
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2.3 


use  company 
information  to 
complement 
sales 


outline  how  to  use  company  information  to 
complement  sales: 

a)  determine  related  departments  and  facili- 
ties within  property  that  may  affect  sales, 
for  example: 

• menu  selections  and  prices  in  food  and 
beverage  outlets 

• schedule  of  in-house  events 

• hours  of  operation  of  departments,  e.g. 
food  service,  housekeeping 

• client  services  available 

• presentation  of  staff  and  facility 

• rates 

• availability 

• accessibility 

b)  develop  rapport  with  departments  and 
facilities 

c)  determine  extent  of  flexibility  for  requests 


use  company  information  to  complement 
sales,  with  consideration  of  company  policy 


2.4 


use  information 
about  special 
features  to 
improve  sales 


outline  how  to  use  information  about  special 
features  to  improve  sales: 

a)  research  background  of  in-house  depart- 
ments to  determine  special  selling  points, 
for  example: 

• chefs’  awards  and  menu  specialties 

• service  awards  and  service  rating 

• parking  facilities 

• recreation  and  fitness  facilities 

• location 

• local  transportation  services 

• in-house  services 

b)  compile  information  and  keep  up-to-date 

use  information  about  special  features  to 
improve  sales 


C.  PRODUCT 
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2.5 


identify  informa- 
tion needed  to 
book  catering 
functions 


identify  information  needed  to  book  catering 
functions: 

a)  capacity  of  banquet  rooms 

b)  needs  of  group  and  function  type 

c)  financial  capacity  of  group 

d)  reason  for  function 
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SKILL  2: 
PREPARE  FOR 
SALES 


The  participant  must: 


STANDARD 

The  participant  will: 


2.6 


cross-sell  facili- 
ties and  services 


outline  how  to  cross-sell  facilities  and 
services: 

a)  establish  contact  with  sales  personnel 
from  related  and  complementary 
industries 

b)  be  familiar  with  facilities  and  services 

c)  be  aware  of  commission  rates 

d)  promote  local  services  and  attractions: 

• outdoor  recreation,  e.g.  waterparks,  ski 
resorts,  white-water  rafting,  trail  rides 

• indoor  recreation,  e.g.  dining  facilities, 
fitness  centres,  racquet  clubs 

• special  events,  e.g.  festivals,  concerts, 
athletic  competitions 

e)  form  partnership  agreements 

f)  recommend  affiliated  properties 

cross-sell  facilities  and  services,  with  consid- 
eration of  company  policy 
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SALES  REPRESENTATIVE  STANDARDS 


SKILL  3: 
FOLLOW 
COMPANY 
PROCEDURES 


The  participant  must: 


STANDARD 


The  participant  will: 


3.1 


follow  guidelines 
for  guest 
relocation 


outline  guidelines  for  guest  relocation: 

select  facilities  and  services: 

a)  of  comparable  quality 

b)  of  comparable  price 

c)  with  co-operating  establishments,  e.g. 
sister  properties 

follow  guidelines  for  guest  relocation 
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SKILL  4: 

HAVE  INDUSTRY 
KNOWLEDGE 


STANDARD 


The  participant  must: 


The  participant  will: 


4.1 


define  industry 
terminology 


C.  PRODUCT 
AND 
INDUSTRY 
KNOWLEDGE 


define  industry  terminology: 

a)  food  and  beverage  terminology: 

• & la  carte: 

each  item  on  menu  is  priced  separately 

• cash  bar  (no  host  bar): 

bar  set-up  in  private  room  where  guests 
pay  cash  or  purchase  tickets  for  drinks 

• covers: 

number  of  persons  served  at  food 
function 

• French  service: 

food  items  are  placed  onto  guests' 
plates  at  table  by  server 

• gratuity  (tip): 

money  given  in  appreciation  of  services 
rendered;  a gratuity  can  be  in  form  of 
cash,  an  amount  entered  on  charge 
slip,  or  an  amount  added  to  guest 
cheque  or  contract 

• guarantee: 

figure  given  by  buyer  to  caterer  at  least 
24  hours  prior  to  function  to  indicate 
number  of  people  who  will  be  in  atten- 
dance; caterer  usually  prepares  for  5- 
10%  over  guaranteed  number 

• host  bar  (sponsored  bar,  open  bar): 
private  bar  where  drinks  are  prepaid  by 
host  or  sponsor 

• plus-plus: 

taxes  and  gratuities  are  added  to  stated 
rate 

• table  d’hote: 

full  course  meal  with  limited  choices 

b)  function  terminology: 

• auditorium  or  theatre-style  set-up: 
rows  of  staggered  chairs  with  aisles 
facing  head  table,  stage  or  speaker 
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Figure  1 

Auditorium  or  theatre-style  set-up 
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4.1  cont’d. 


• board  set-up: 

series  of  tables  set  up  in  rectangular 
shape,  with  chairs  on  both  sides  and 
end 

• booking  report  (reservation  sheet): 
form  used  to  reserve  rooms 

• break-out  room: 

separate  room  in  which  part  of  plenary 
group  can  meet 

• classroom  (schoolroom)  set-up: 

rows  of  rectangular  tables  lined  up  one 
behind  the  other  on  each  side  of  centre 
aisle;  chairs  face  head  table 


□ □□□□□  □□□□□□ 


□ □□□□□  □□□□□□ 
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□ □□□□□  □□□□□□ 
Figure  2 

Classroom  (schoolroom)  set-up 

• classroom  of  rounds  (half  rounds) 
set-up: 

round  tables  set  up  with  chairs  only  on 
side  facing  head  table 
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Figure  3 

Classroom  of  Rounds 


SALES  REPRESENTATIVE  STANDARDS 


50 


BS 


ALBBRTA 

TOURISM 

EDUCATION 

COUNCIL 


O 


SKILL  4: 

HAVE  INDUSTRY 
KNOWLEDGE 


The  participant  must: 


STANDARD 


The  participant  will: 


4.1  cont’d. 


• classroom  V-shaped  set-up  (classroom 
herring-bone  style): 
same  as  classroom  except  that  tables 
and  chairs  are  angled  in  V-shape,  with 
base  of  V at  centre  aisle 


a PRODUCT 
AND 
INDUSTRY 
KNOWLEDGE 


• cordless  mike  (FM  mike): 

small  portable  microphone  without 
electrical  wire  connection 

• cut-off  date  (deadline): 

day  when  buyer  must  confirm  room 
commitment 

• distortion: 

unclear  sound  usually  caused  by 
feedback 

• drayage: 

transportation  of  material  from  point  of 
arrival  to  exhibit  area 

• easel: 

three-legged  stand  used  to  hold  black- 
boards, cork  boards,  magnetic  boards, 
posters  and  signs 

• exposition: 

public  exhibition  or  show;  may  or  may 
not  include  meeting  or  guest  rooms 

• feedback: 

low  hum  or  high  squeal  caused  by 
audio  loop  through  equipment  resulting 
from  microphone  being  too  close  to 
speaker 
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4.1  cont’d. 


• flipchart: 

large  pad  used  by  speaker  for  illustra- 
tive purposes 

• floor  load: 

weight  per  square  foot  that  exhibit  floor 
can  safely  accommodate 

• floor  plan: 

diagram  showing  function  and  exhibit 
space  available  and  providing  room 
specifications 

• function  sheet: 

document  which  specifies  required 
facilities,  services  and  other  function 
details 

• hollow  square  set-up: 

series  of  tables  set  up  in  square-shape 
with  chairs  on  outside 

• lavaliere  mike: 

small  portable  microphone  that  goes 
around  neck  or  clips  to  lapel  of  speaker, 
allowing  free  movement  around  stage 
or  among  audience 

• lectern  (podium): 

full  size  reading  desk  which  rests  on 
floor 

• net  square  feet: 

net  saleable  exhibit  space 

• option  date: 

date  by  which  buyer  must  change  ten- 
tative agreement  to  definite 
commitment 

• plenary  session  (keynote  session): 
assembly  of  all  attending  members  of 
conference  or  meeting 

• public  address  system  (PA  system): 
portable  or  built-in  sound  system  avail- 
able for  amplification  in  one  or  more 
rooms 

• room  block: 

number  of  rooms  allocated  to  specific 
group 

• set: 

decoration  or  equipment  required  on 
stage  to  enhance  presentation 

• set-up: 

time  needed  before  function  to  arrange 
facility 
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SKILL  3: 
CREATE 
POSITIVE 
IMPRESSIONS 


The  participant  must: 
4.1  cont’d. 


STANDARD 

The  participant  will: 

• skirting: 

cloth  placed  along  edges  of  table  or 
stage;  usually  reaches  floor 

• stage  (riser,  dais): 

raised  platform  used  for  presentations 

• standing  mike: 

microphone  attached  to  metal  stand  on 
floor  which  can  be  adjusted  to  height  of 
speaker 

• T-shaped  set-up: 

series  of  tables  set  up  in  shape  of  block 
letter  T,  with  chairs  along  top  of  T and 
down  both  sides  of  leg 
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Figure  5 

T-shaped  set-up 


• table  lectern: 

raised  reading  desk  that  rests  on  table 

• table  mike: 

microphone  on  short  stand  that  is 
placed  on  table  for  seated  speakers 

• tear-down  (knock-down): 

time  needed  after  function  to  rearrange 
facility 

• trade  show  (exhibition): 

numerous  displays  generally  related  to 
particular  trade,  industry  or  discipline 
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SALES  REPRESENTATIVE  STANDARDS 
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The  participant  must: 
4.1  cont’d. 


STANDARD 
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The  participant  will: 

• U-shaped  set-up  (horseshoe  set-up): 
series  of  tables  set  up  in  shape  of  block 
letter  U,  with  chairs  around  outside 


Figure  6 

U-shaped  set-up 


• union  hall: 

building  whose  workers  are  union 
members;  usually  specific  rules  apply 
for  set-up  and  knock-down 

• V-shaped  set-up  (auditorium  herring- 
bone): 

same  as  auditorium  set-up  except 
chairs  are  set  up  in  shape  of  V with 
base  of  V at  centre  aisle 
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Figure  7 

V-shaped  set-up 


SALES  REPRESENTATIVE  STANDARDS 


54 


ALB  BRT A 
TOURISM 
BDUCATION 
COUNCIL 


O 


SKILL  4: 

HAVE  INDUSTRY 
KNOWLEDGE 


The  participant  must: 


STANDARD 


The  participant  will: 


4.1  cont’d. 
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c)  accommodation  and  transportation 
terminology: 

• AD-75: 

75%  discount  usually  reserved  for 
agents  and  operators  who  are  a major 
source  of  business  for  airline 

• adventure  companies: 

provide  unique  experiences  for  trav- 
ellers, e.g.  trail  rides  and  white  water 
rafting 

• agency  appointment  (preferred 
agency): 

process  whereby  travel  agencies  are 
approved  by  International  Air  Transport 
Authority  to  represent  group  of  carriers 
or  are  approved  by  company,  hotel,  or 
other  supplier  to  sell  its  services 

• airimp  (air  reservations  interline  mes- 
sage procedures): 

airline  abbreviations  and  procedures  for 
efficient  communication 

• air  mile: 

international  air  mile;  measure  of  dis- 
tance equalling  approximately  6076 
feet 

• airport  code: 

international  three  letter  code  identify- 
ing airports,  e.g.  Calgary  International’s 
code  is  YYC 

• airport  taxes: 

service  and  user  charges  levied  by 
local  authorities 

• Amtrak: 

United  State's  intercity  passenger  rail- 
road service 

• approved  credit  (AC): 

continual  evaluation  of  client’s  financial 
status 

• back-to-back: 

method  of  operating  tour  flights  or 
coach  services  on  continuing  basis, 
e.g.  vehicle  arriving  with  passengers 
immediately  boards  other  passengers 
for  return  or  continuing  trip 

• bank  buying  rate: 

rate  at  which  banks  buy  and  sell  world 
currencies 
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• bedroom: 

accommodation  on  train  with  two  fold- 
away  beds  and  washroom  facilities 

• board  point  (departure  point): 

city  from  which  passenger  departs 

• booking  code: 

code  indicating  type  of  fare 

• booking  form  (reservation  form): 
document  listing  full  particulars  about 
those  buying  product 

• bump: 

process  of  moving  one  person  off  mode 
of  transportation  to  accommodate 
another 

• bus: 

basic  vehicle  used  to  transport  ground 
passengers  for  short  period 

• cabana: 

room  adjacent  to  pool  area,  with  or 
without  sleeping  facilities;  usually  sepa- 
rate from  hotel’s  main  building 

• cathode  ray  tube  (CRT): 
computer  terminal 

• charter  flight: 

flight  booked  exclusively  for  use  by  spe- 
cific group;  generally  much  cheaper 
than  regularly  scheduled  services 

• check-in: 

passenger  presents  ticket  to  agent  at 
counter  and  is  given  boarding  pass 
with  either  seat  number  or  standby 
number 

• check-in  time: 

time  at  which  hotel  or  motel  room  is 
ready  for  occupancy 

• check-out  time: 

time  by  which  guest  is  required  to 
vacate  accommodation  in  order  to 
avoid  additional  charge 

• circle  fare  (round  trip  fare): 

special  fare  which  is  lower  than  sum  of 
point-to-point  fares  for  individual  seg- 
ments of  trip 

• circle  trip  (round  trip): 

journey,  with  stopovers,  that  returns  to 
point  of  departure  without  retracing 
route 
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SKILL  4: 

HAVE  INDUSTRY 
KNOWLEDGE 


STANDARD 


The  participant  must: 


The  participant  will: 


4.1  cont’d. 
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• city  terminal: 

airline  ticket  office,  located  elsewhere 
than  at  airport,  where  passengers  may 
check  in,  receive  seat  assignments  and 
get  transportation  to  airport 

• class  of  service: 

different  types  of  service  offered  to  air- 
line passengers 

• close-out  dates  (black-out  dates): 
period  when  facility  or  service  is  fully 
booked 

• club  car: 

unit  on  train  which  provides  luxury  seat- 
ing and  personal  service  at  surcharge 

• coach: 

(1)  unit  on  train  for  ordinary  travel  at 
minimum  rates;  (2)  comfortable  vehicle 
used  to  transport  ground  passengers 
for  long  periods 

• commercial  rate: 

special  discounted  rate  offered  by  sup- 
plier to  company,  individual  or  valued 
repeat  customer 

• complimentary  (comp): 
without  charge 

• concierge: 

superintendent  of  service,  source  of 
information  and  link  between  guest  and 
city  or  area 

• condominium  hotel: 

hotel  partly  or  totally  comprised  of  indi- 
vidually-owned condominium  units 

• conductor: 

official  in  charge  of  train 

• configuration: 
arrangement  of  seats 

• confirmed  reservation: 

verbal  or  written  confirmation  that 
reservation  has  been  accepted 

• connecting  rooms: 

two  or  more  rooms  with  private  con- 
necting doors  permitting  access 
between  rooms  without  going  into 
corridor 
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• connecting  service: 

(1)  passenger  is  required  to  change 
vehicle  of  transportation  at  some  point 
between  departure  and  destination; 

(2)  any  flight  which  connects  to  another 
aircraft  or  airline 

• continental  breakfast: 

light  morning  meal  usually  consisting  of 
juice,  coffee  or  tea,  croissant  or  muffin, 
and  jam 

• continental  plan  (bed  and  breakfast): 
rate  includes  breakfast  and  room 

• cot: 

portable  bed  used  to  accommodate 
extra  person  in  room 

• day  rate  (use  rate): 

usually  half  of  regular  rate  for  use  of 
room  during  day  up  to  5:00  p.m. 

• deadhead  flight  (ferry  flight): 
moving  aircraft  without  carrying  rev- 
enue-paying passengers  or  cargo 

• default  insurance: 

client  insurance  against  loss  of  pay- 
ment in  event  of  trip  or  tour  cancellation 
or  company  bankruptcy 

• deposit  reservation  (one  night  deposit): 
reservation  for  which  supplier  has 
received  cash  payment  for  at  least  first 
night’s  lodging  in  advance  and  is  obli- 
gated to  hold  room  regardless  of 
guest’s  time  of  arrival 

• destination: 

specific  place  to  which  traveller  is  going 

• destination  management  company 
(DMC): 

operator  contracted  by  association, 
wholesaler,  incentive  house  or  corpora- 
tion to  execute  all  facets  of  ground 
operations  during  group’s  stay  in  partic- 
ular area 

• diner: 

restaurant  car  on  train 

• direct  flight: 

flight  which  does  not  require  passenger 
to  change  planes,  but  has  scheduled 
intermediate  stops  enroute 
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SKILL  4: 

HAVE  INDUSTRY 
KNOWLEDGE 


The  participant  must: 
4.1  cont’d 


STANDARD 

The  participant  will: 

• documents: 

package  of  information  usually  sent  in 
advance  of  trip  to  provide  all  pertinent 
information  to  customer 

• dome  car  (bubble  car): 
specially  designed  railway  car  with 
glass  roof  for  sightseeing 

• domestic  flight: 
flight  within  country 

• domestic  independent  travel  (DIT): 
tour  constructed  to  meet  specific  desire 
of  client  within  single  country 

• double: 

room  designed  to  accommodate  two 
persons  in  one  bed 

• double-double  (twin-double): 

room  designed  to  accommodate  two, 
three,  or  four  persons  in  two  double 
beds 

• downgrade: 

change  to  lower  class  of 
accommodation 

• duplex: 
two-storey  suite 

• dutyfree: 

(1)  imported  goods  sold  at  low  prices 
due  to  no  duty  or  customs  charges; 

(2)  goods  brought  into  Canada  that  fall 
within  allowed  personal  merchandise 
allotment 

• economy  hotel  (tourist  or  second-class 
hotel): 

hotel  with  limited  services 

• Elderhostel: 

network  of  universities  and  colleges  in 
Canada  and  United  States  that  offers 
persons  over  sixty  years  of  age  com- 
bined programs  of  education  and 
adventure;  accommodations  are  provid- 
ed in  campus  dormitories 

• end-on-end: 

two  or  more  separate  round  trip  jour- 
neys combined  back-to-back,  i.e.  desti- 
nation of  first  journey  is  point  of  origin 
for  second  journey 

• estimated  time  of  arrival  (ETA): 

time  when  carrier  or  guest  is  expected 
to  reach  given  location  or  destination 
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• estimated  time  of  departure  (ETD): 
time  when  carrier  or  guest  is  expected 
to  leave  location 

• Eurail  pass: 

railroad  ticket  providing  unlimited  rail 
travel  throughout  17  countries  in 
Western  Europe;  flat  rate  is  charged  for 
specified  number  of  days 

• Eurocity  train: 

intercity  train  in  Europe  which  has  high 
standards  of  punctuality  and  cleanli- 
ness 

• European  plan  (EP): 

hotel  accommodations  with  no  meals 
included  in  price  of  room 

• event  company: 

business  which  develops,  co-ordinates 
and  stages  special  events  such  as 
rodeos  and  jazz  festivals;  usually  con- 
tracted by  communities 

• excess  baggage: 

baggage  bulk  or  weight  that  is  over  free 
per-passenger  allowance  and  is  there- 
fore subject  to  surcharge 

• excursion: 

short  trip  that  returns  to  point  of 
departure 

• Federal  Sales  Tax  (FST): 

tax  imposed  on  goods  manufactured  in 
Canada  or  imported 

• flat  rate: 

set  room  rate  for  group,  agreed  upon  in 
advance 

• fly-drive  package: 

tour  package  that  includes  return  airline 
ticket  and  use  of  car  while  at 
destination 

• foreign  escorted  tour  (FET): 
preplanned  all-inclusive  tour  outside 
tourist’s  own  country,  including  services 
of  tour  manager 

• foreign  independent  traveller  (FIT): 
individual  not  travelling  as  part  of 
group,  with  either  pre-planned  or  non- 
planned  itinerary 
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• freedoms  of  air  (five  freedoms): 
basic  traffic  rights  bilaterally  arranged 
between  nations  including  right  to  over- 
fly, right  to  land  for  technical  reasons, 
right  to  carry  from  home  country  to  for- 
eign country,  right  to  carry  from  foreign 
country  to  home  country  and  right  to 
carry  between  foreign  countries 

• full  American  plan  (AP;  full  pension): 
hotel  accommodation  with  three  daily 
meals  included  in  price  of  room 

• fully  appointed  (have  full  plates): 
travel  agency  that  has  been  officially 
appointed  by  major  airlines  and  cruise 
conferences  to  sell  products  and  ser- 
vices and  to  issue  tickets 

• gateway  city  (hub  city): 

city  that  functions  as  major  departure 
and  return  point  for  traveller’s  in  region 

• Goods  and  Services  Tax  (GST): 

tax  imposed  on  most  consumer  goods 
and  services 

• ground  arrangements  (ground  service): 
land  services  provided  to  client,  e.g. 
hotel  transfers,  car  rentals,  entertain- 
ment tickets 

• ground  operator  (ground  handler): 
company  providing  accommodations, 
sightseeing,  transportation  and  other 
services  to  client  at  destination 

• ground  time: 

time  spent  in  airports  and  waiting  for 
flights 

• group  inclusive  tour  (GIT): 

prepaid  tour  allowing  special  air  fares  to 
groups  and  requiring  all  members  to 
travel  together  during  entire  tour 

• guaranteed  reservation: 

advance  booking  with  payment  guaran- 
teed if  guest  does  not  use  service, 
unless  cancelled  in  accordance  with 
supplier’s  cancellation  policy 

• high  season: 

time  of  year  when  tourist  traffic  and 
rates  are  highest 

• hospitality  room: 

room  used  for  entertaining 
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• hotel: 

large  inn  that  provides  accommodation, 
food,  meeting  facilities  and  other 
services 

• housing  bureau: 

central  booking  agency  which  books 
rooms  in  participating  properties 

• incentive  travel  operator  (incentive  trav- 
el house): 

company  which  sells  and  delivers  travel 
incentive  programs,  promotes  and 
judges  sales  competitions,  maintains 
relevant  production  and  sales  records 
for  clients  and  stores  related  counter 
displays  and  literature  for  clients’  use 

• incidentals: 

guests’  personal  purchases,  e.g.  dry- 
cleaning,  telephone  calls 

• inclusive  tour: 

tour  in  which  specific  elements  such  as 
air,  hotels  and  transfers  are  built  into 
one  price 

• indirect  flight  (connector  flight): 
journey  which  involves  connecting 
service 

• interchangeability: 

ticket  can  be  used  to  fly  same  sector  on 
any  airline  with  which  company  has 
ticketing  agreement 

• interline: 

travel  using  services  of  more  than  one 
airline 

• International  Air  Transport  Authority 
(IATA): 

agency  which  regulates  fares  and  other 
airline  business  practices  for  interna- 
tional lines 

• intraline: 

service  on  one  airline 

• irops: 

irregular  operations  due  to  weather  or 
servicing  disruptions 

• itinerary: 

printed  listing  of  locations,  times,  dates 
and  activities  included  in  tour 
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• IT  number: 

code  number  identifying  tour  that  has 
been  submitted  and  approved  by  IATA 
and  allows  travel  agents  to  obtain  over- 
ride commissions  for  air  transportation 
sold  as  part  of  such  approved  tours 

• joint  fare: 

two  carriers  which  normally  do  not 
serve  all  cities  concerned  join  to  com- 
pete against  other  carriers 

• lanai: 

room  with  balcony  or  patio 

• land  only: 

price  includes  services  to  be  provided 
to  client  only  at  destination 

• layover: 

overnight  or  several  hours  stay  in  one 
location  enroute  to  destination 

• leg  (segment): 
portion  of  flight 

• line: 

route  of  track 

• load: 

number  of  passengers  on  board  or 
weight  of  baggage,  fuel  and 
passengers 

• load  factor: 

ratio  of  carrier  capacity  sold  to  total 
capacity  offered  for  sale,  e.g.  100-seat 
aircraft  carrying  75  paying  passengers 
is  operating  at  75%  load  factor 

• low  season: 

time  of  year  when  tourist  traffic  and 
rates  are  lowest 

• minimum  connecting  time: 

time  required  for  passenger  to  leave 
one  scheduled  flight  and  board  anoth- 
er; times  are  established  separately  for 
each  commercial  airport 

• miscellaneous  charges  order  (MCO): 
used  by  airlines  to  indicate  that  traveller 
has  put  deposit  on  ticket  or  paid  for  ser- 
vices such  as  rooms,  sightseeing,  taxi 
transfer,  meals 

• modified  American  plan  (MAP,  half 
pension): 

includes  room,  breakfast  and  dinner 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  4: 

HAVE  INDUSTRY 
KNOWLEDGE 


The  participant  must: 


STANDARD 

The  participant  will: 


63 


ALB  BRTA 
TOURISM 
EDUCATION 

COUNCIL 


4.1  cont’d. 


• motel  (motor  hotel): 
accommodation  with  limited  services 
and  facilities 

• net  fare: 

non-commissionable  rate  quoted  for 
service 

• non-revenue  (non-rev): 
passenger  travelling  on  pass  ticket 

• non-stop: 

flight  made  from  point  of  departure  to 
destination  with  no  scheduled  stops 
enroute 

• noop: 

flight  which  does  not  operate  due  to 
weather  or  servicing 

• no  show: 

reservation  that  has  not  been  fulfilled 
by  customer 

• off  point: 

city  to  which  passenger  is  going 

• open-jaw: 

round  trip  itinerary  in  which  arrival  point 
is  different  from  departure  point;  usually 
includes  surface  segment 

• open  ticket: 

ticket  that  does  not  specify  date  on 
which  service  is  to  be  performed,  leav- 
ing passenger  to  secure  reservation  at 
later  date 

• option: 

item  in  tour  that  clients  can  choose  to 
include  or  exclude  in  itinerary 

• overbooking: 

more  reservations  than  available  space 

• override: 

extra  commission  paid  to  travel  agents 
by  carriers,  wholesale  tour  operators 
and  hotels  as  bonuses  or  incentives 

• package: 

tour  that  includes  various  elements, 
e.g.  accommodation,  transportation 
and  meals 

• parlour  (salon): 

living  or  sitting  room;  not  used  as  bed- 
room 

• pass: 

non-revenue  ticket  granted  by  airline  for 
transportation 
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• passenger  mile: 

one  passenger  carried  one  mile 

• passenger  name  record  (PNR): 
client  reservation  on  computer 

• passenger  service  agent  (gate  agent, 
ticket  agent): 

airline  employee  who  assists  passen- 
gers at  airport  by  providing  information, 
directions  and  arranging  ground 
transportation 

• passport: 

government  document  issued  for  travel 
abroad  which  serves  as  verification  of 
citizenship 

• PAX: 
person 

• pension: 

French  word  meaning  guest  house  or 
boarding  house;  widely  used  through- 
out Europe 

• phonetic  alphabet: 

system  of  ensuring  letters  are  not  con- 
fused when  speaking;  letters  are  repre- 
sented by  words: 

A - Alpha 
B - Bravo 
C - Charlie 
D - Delta 
E - Echo 
F - Foxtrot 
G - Golf 
H - Hotel 
I - India 
J - Juliette 
K — Kilo 
L - Lima 
M - Mike 
N - November 
O - Oscar 
P - Papa 
Q- Quebec 
R - Romeo 
S - Sierra 
T - Tango 
U - Uniform 

V - Victor 

W - Whiskey 
X - X-ray 

Y - Yankee 
Z - Zebra 
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• point-to-point  fare: 

basic  rate  from  one  city  to  another 

• positioning: 

moving  aircraft,  ship,  bus  or  other 
transport  vehicle  to  location  where  it 
will  begin  revenue  service 

• preferred  suppliers: 

companies  that  should  be  sold  before 
any  other  similar  companies 

• pre-formed  group: 

people  wishing  to  travel  together  to  par- 
ticular destination 

• pre/post-convention  tour: 
extension  of  convention  tour  whereby, 
for  additional  charge,  extra  days  may 
be  added  to  beginning  or  end  of 
itinerary 

• preregistration: 

preassigned  room  to  be  available  upon 
guest’s  arrival 

• proof  of  citizenship: 

required  documentation  for  tourists 
entering  foreign  countries,  e.g.  pass- 
port, birth  certificate 

• quad: 

room  accommodating  four  people 

• rack  rate: 

current  price  charged  for 
accommodation 

• ramp  agent  (baggage  handler):  ^ PRODUrT 

airline  employee  who  loads  and 
unloads  baggage,  cargo  and  food  sup- 
plies onto  aircraft 

• receptive  operator: 
tour  operator  or  travel  agency  specializ- 
ing in  providing  ground  arrangements 
for  clients  of  foreign  or  distant  agent  or 
operator 

• reconfirmation: 

verification  of  intent  to  use  service 

• retail  travel  agent: 
individual  who  provides  general  public 
with  preplanned  travel  and  transporta- 
tion and  who  generally  generates  all  or 
most  of  gross  revenue  from  commis- 
sions and  overrides 

• return  trip: 

trip  made  returning  to  point  of  depar- 
ture but  not  necessarily  by  same  route 
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• revaluation  sticker: 

official  notice  of  change  in  original 
reservation  that  is  affixed  to  flight 
coupon  of  air  ticket 

• revenue  passenger  mile  (rev  mile): 
one  paying  passenger  carried  one  mile 
in  commercial  transport  service 

• rolling  stock: 

cars  or  units  that  make  up  train 

• roomette: 

accommodation  on  train  which  is  slight- 
ly larger  than  bedroom  and  has  toilet 
facilities 

• rooming  list: 

names  of  guests  who  will  occupy 
reserved  space;  submitted  by  buyer  by 
agreed  upon  date 

• round  trip: 

return  trip  by  same  route  in  both 
directions 

• routing: 

sequence  of  point-to-point  destinations 

• run-of-the-house  rate: 

flat  rate  at  which  supplier  agrees  to 
offer  any  available  rooms  to  group 

• scheduled  airline: 

any  airline  providing  scheduled  service 
for  passengers  or  cargo 

• section: 

seating  area  on  train  with  large  window 
and  two  sofa  seats  which  convert  into 
upper  and  lower  berth 

• shoulder  season: 

period  between  high  and  low  season 

• show  room  (mock  room): 
room  for  showing  product 

• shuttle  service: 

provision  of  transportation  for  people 
and/or  baggage  over  short  distances, 
e.g.  from  aircraft  to  terminal 

• single: 

room  to  be  occupied  by  one  person 

• single  supplement: 

additional  charge  for  client  who  is  trav- 
elling alone 
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• special  interest  tour: 
pre-arranged  and  packaged  itinerary 
designed  to  appeal  or  respond  to 
request  by  group  of  persons  with  partic- 
ular interest,  e.g.  horticulture,  bird- 
watching, law,  gourmet  dining 

• standby  fare: 

reduced  fare  which  allows  passenger  to 
board  only  after  all  reserved  passen- 
gers have  boarded 

• stopover: 

planned  interruption  of  journey 

• suite: 

large  room  that  is  defined  by  facilities 
included,  e.g.  junior,  executive,  one 
bedroom,  two  bedroom 

• tariff: 

published  fares  and  rules  of  supplier 

• through  passenger: 

passenger  scheduled  to  continue  jour- 
ney on  same  vehicle 

• throwaway: 

item  in  land  portion  of  tour  that  is  rarely 
used  but  is  included  in  tour  package 
merely  to  qualify  passenger  for  tour- 
basing  fare 

• ticket  stock: 

blank  airline  tickets  of  specific  or  stan- 
dardized stock  used  to  book  passage 
on  any  airline  that  is  a member  of  IATA; 
blank  tickets  become  valid  only  after 
they  have  been  completed  and  validat- 
ed with  travel  agency’s  stamp 

• tour: 

prepaid  and  preplanned  program  of 
travel  that  may  include  one  or  several 
components,  e.g.  accommodations, 
sightseeing  tours,  attractions,  transfers, 
meals 

• tour-basing  fare: 

reduced,  round-trip  fare  available  on 
specified  dates  to  specified  areas  at 
specified  times,  to  passengers  who 
purchase  preplanned,  prepaid  tours 
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• tourism: 

(1)  practise  of  people  travelling  outside 
of  home  community  for  rest,  recreation, 
sightseeing,  business  or  visiting; 

(2)  direct  and  indirect  supply  of  goods 
and  services  to  travellers  to  facilitate 
business  and  leisure  activities 

• tourist  class: 

facilities  or  services  that  are  below  first 
class 

• tour  operator: 

company  which  specializes  in  complete 
planning  and  operation  of  prepaid,  pre- 
planned vacations  which  are  available 
to  public,  usually  through  travel  agents 

• tower: 

control  centre  which  co-ordinates 
arrival  and  departure  of  airplanes  at 
airport 

• transfers: 

local  ground  transportation,  usually 
from  airport  to  hotel 

• transit  passenger: 

traveller  who  has  one  or  more  stops  in 
foreign  countries  enroute  to  destination; 
at  each  stop,  traveller  may  leave  plane, 
change  planes  or  wait  for  next  sched- 
uled flight  without  going  through 
customs 

• travel  clubs: 

set  up  by  travellers  to  obtain  better 
rates  and  packages  by  pooling 
resources 

• travel  insurance: 

insurance  against  mishap  during  travel 
period 

• triple: 

room  accommodating  three  people 

• twin: 

room  with  two  single  beds  for  two 
persons 

• upgrade: 

change  to  higher  class  of 
accommodation 

• Us: 

unserviceable 

• VFR: 

visiting  friends  and  relatives 
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• Via: 

Canada’s  national  passenger  line 

• visa: 

official  document  issued  through 
embassy  or  consulate  giving  non-citi- 
zen authorization  to  travel  and/or  stay 
in  country 

• voucher: 

document  issued  by  travel  agents,  air- 
lines, tour  companies  or  hotels  stating 
entitlement  to  certain  accommodations 
or  services 

• waitlist: 

list  of  passengers  waiting  to  be  accom- 
modated through  other’s  cancellations 

• whistle  stop: 

train  slowdown  or  brief  stop  at  specific 
location 

• wholesaler: 

one  who  provides  retail  travel  agent 
with  preplanned  travel  programs  for 
general  public 
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outline  how  to  be  aware  of  industry  trends: 

a)  maintain  active  membership  in  related 

associations,  for  example: 

• Alberta  Hotel  Association  (AHA) 

• Alberta  Motor  Association  (AMA) 

• Alberta  Restaurant  and  Food  services 
Association  (ARFA) 

• Alliance  of  Canadian  Travel 
Associations  (ACTA) 

• American  Bus  Association  (ABA) 

• American  Society  of  Travel  Agents 
(ASTA) 

• Canadian  Association  of  Exposition 
Managers  (CAEM) 

• Canadian  Association  of  Festivals  and 
Events  (CAFE) 

• Canadian  Automobile  Association 
(CAA) 

• Canadian  Bus  Association  (CBA) 

• Canadian  Hotel  Marketing  and  Sales 
Executives  (CHMSE) 

• Canadian  Society  of  Association 
Executives  (CSAE) 

• Certified  Tour  Professional  (CTP) 

• International  Air  Transport  Authority 
(IATA) 

• International  Association  of  Tour 
Managers  (IATM) 

• Motel  Association  of  Alberta  (MAA) 

• National  Tour  Association  (NTA) 

• Ontario  Motor  Coach  Association 
(OMCA) 

• Pacific  Area  Travel  Association  (PATA) 

• Tourism  Industry  Association  of  Alberta 
(TIAALTA) 

• Tourism  Industry  Association  of  Canada 
(TiAC) 

• Travel  and  Tourism  Research 
Association  (TTRA) 

b)  attend  conferences  and  meetings  to 

share  ideas 

c)  meet  buyers 

d)  read  industry  periodicals 

e)  talk  with  other  sales  representatives 

be  aware  of  industry  trends 
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identify  service  standard  rating  systems: 

a)  Canadian  Automobile  Association  (CAA) 
rates  basic  accommodation  requirements 
include  comfort,  convenience,  privacy, 
cleanliness  and  safety;  extras  include 
pleasing  appearance,  welcoming  staff, 
on-premises  dining  facilities,  on-premises 
entertainment,  recreation  facilities  and 
shops,  large  suites,  luxurious  bathrooms, 
24-hour  telephone  service,  valet  service 
and  helpful,  dedicated  personnel: 

♦ meets  CAA  basic  require- 
ments for  recommendation 

♦ ♦ exceeds  minimum  require- 

ments in  some  physical 
and/or  operational  categories 

♦ ♦ ♦ significantly  exceeds  CAA 

requirements  in  many  physi- 
cal and  operational 
categories 

♦ ♦ ♦ ♦ exceptional,  significantly 

exceeds  CAA  requirements  in 
most  physical  operational 
categories 

♦ ♦ ♦ ♦ ♦ renowned,  awarded  to  only 

those  exceptional  properties 
that  are  widely  recognized  for 
marked  superiority  of  guest 
facilities,  services,  and  over- 
all atmosphere 

b)  Mobil  rates  accommodation  by  quality  of 
physical  structure,  furnishings,  mainte- 
nance, housekeeping,  overall  service, 
luxury  of  appointments  and  attitude  and 
professionalism  of  staff;  climate,  historic, 
cultural  and  artistic  variations  representa- 
tive of  regional  differences  are  major  fac- 
tors in  each  rating: 

good,  better  than  average 
**  very  good 

***  excellent 

outstanding  - worth  special 
trip 

one  of  the  best  in  the  country 
(note:  establishments  undergoing  major 
renovation  or  refurbishment  and  those 
in  operation  for  less  than  one  year  will 
not  be  rated) 
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SKILL  4: 

HAVE  INDUSTRY 
KNOWLEDGE 


STANDARD 


The  participant  must: 


The  participant  will: 


compare  compa- 
ny product  to 
competition 


outline  how  to  compare  company  product  to 
competition: 

a)  review  company  product  and  competition 
according  to: 

• size 

• capacity 

• special  features 

• facilities 

• hours 

• location 

• rates 

• packaging 

b)  compare  strengths  and  weaknesses 

c)  concentrate  on  company  strengths  to 
better  sell  product 

compare  company  product  to  competition 


4.5 


fulfil  role  in 
tourism  and  pro- 
mote province 


C.  PRODUCT 
AND 
INDUSTRY 
KNOWLEDGE 


describe  how  to  fulfil  role  in  tourism  and  pro- 
mote province: 

a)  be  an  ambassador  for  Alberta 

b)  realize  all  reactions  and  interactions  with 
tourists  affect  tourists’  impressions  of 
Alberta 

c)  appreciate  why  tourists  visit  Alberta 

d)  know  Alberta’s  wealth  of  tourism 
resources: 

• major  attractions,  e.g.  National  Parks, 
Tyrell  Museum,  Calgary  Stampede  and 
West  Edmonton  Mall 

• services,  e.g.  accommodations,  restau- 
rants, shopping  centres,  banks,  infor- 
mation centres,  transportation  routes 
and  services 

• community  information,  e.g.  history, 
population,  major  industries,  ethno- 
cultural heritage,  media 

• geography,  e.g.  physical  features, 
climate 

e)  provide  requested  information  or  refer 
tourist  to  information  sources 

f)  stress  positive  aspects  of  Alberta 

fulfil  role  in  tourism  and  promote  province 


SPECIFIC 


SKILL  1: 
DEFINE 
MARKETING 
TERMINOLOGY 


The  participant  must: 

0 1.1  define  marketing 

terminology 


SALES  REPRESENTATIVE  STANDARDS 


STANDARD 


The  participant  will: 
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define  marketing  terminology: 

a)  critical  path: 

longest  path  from  start  to  finish  of  project 
which  outlines,  in  order,  what  has  to  hap- 
pen and  when 

b)  demographics: 

characteristics  of  target  market  including 
family  size,  age,  marital  status  and 
income 

c)  geographies: 
location  of  market 

d)  marketing: 

management  approach  that  seeks  profit 
by  identifying  customer  wants  and  needs, 
providing  product  or  service  to  meet 
those  wants  and  needs,  and  communi- 
cating benefits  of  using  product  or 
service 

e)  marketing  mix: 

set  of  controllable  marketing  variables 
that  company  blends  to  produce  desired 
response  in  target  market 

f)  marketing  plan: 

written,  well  thought-out  and  researched 
document  that  directs  marketing  activities 
within  set  period  of  time 

g)  market  segmentation: 

identifying  wants,  needs,  interests,  atti- 
tudes and  life  styles  of  current  and  poten- 
tial customers  according  to  physical,  geo- 
graphical and  psychological  factors 

h)  positioning: 

establishing  place  in  market  relative  to 
competition 

i)  product: 

blend  of  attractions,  activities,  facilities, 
experiences  and  services  provided  by 
business 

j)  psychographics: 

customers’  personality  traits,  life  styles, 
attitudes,  interests,  opinions  and  buying 
motives 

k)  target  market: 

selecting  one  or  more  market  segments 
and  developing  positioning  and  market- 
ing mix  strategy  for  each;  often  rate  tar- 
get market  as  primary  or  secondary 
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SKILL  2: 
DESCRIBE 
MARKET 
RESEARCH 


The  participant  must: 


STANDARD 

The  participant  will: 


2.1 


identify  market 

research 

categories 


identify  market  research  categories: 

a)  visitor/family/relative/transient 

b)  corporate/commercial 

c)  seniors 

d)  industrial 

e)  convention/events 

f)  tourists 

g)  recreation 

h)  cultural 

i)  tour  groups 

j)  socio-economic  divisions 


D,  MARKET 
PLANNING 


2.2  outline  areas  of 
research  for 
existing  and 
potential  markets 


outline  areas  of  research  for  existing  and 
potential  markets: 

a)  customer  sales  potential: 

• high 

• medium 

• low 

b)  competition  analysis: 

• market  niches 

• rates 

• facilities 

• size 

• strengths/weaknesses 

• location 

• resources 

• staff 

c)  geographic  surveys: 

• place  of  origin 

• population  density 

• climate 

d)  demographics: 

• average  income 

• age 

• sex 

• marital  status 

• number  of  children 

• occupation 

• education 

• religion 

• nationality 

e)  business  types,  e.g.  franchise, 
independent 

f)  visitor  history 

g)  lost  business 

h)  future  potential,  i.e.  market  trends 

i)  cultural  and  social  differences 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  2: 
DESCRIBE 
MARKET 
RESEARCH 


The  participant  must: 

0 2.3  list  marketing 

research  sources 


£ 2.4  outline  summary 

procedures  of 
market  research 


STANDARD 


The  participant  will: 


list  marketing  research  sources: 

a)  tourism 

b)  Statistics  Canada 

c)  city/area  studies 

d)  consulting  firms 

e)  trade  journals 

f)  company  files 

g)  trade,  professional  and  business 
associates 

h)  universities,  research  organizations 

i)  media 

j)  trade  show  attendance 

k)  conventions 

l)  professional  directories 
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outline  summary  procedures  of  market 
research: 

a)  accumulation  of  data  and  information 

b)  conclusions  used  to  assist  in  implemen- 
tation of  marketing  plans 
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SKILL  3: 
IMPLEMENT 
MARKETING 
PLAN 


STANDARD 


D.  MARKET 
PLANNING 


The  participant  must: 


The  participant  will: 


3,1  describe  compo- 
nents of  market- 
ing plan 


describe  components  of  marketing  plan: 

a)  situation  analysis: 

review  of  company’s  history  and  current 
situation,  including  level  of  sales  and 
operating  methods 

b)  product  review: 

careful,  concise  definition  of  what  is  sold 

c)  market: 

description  of  type  of  customer  marketing 
is  meant  to  attract 

d)  competition: 

analysis  of  companies  which  sell  similar 
products  to  similar  target  market 

e)  marketing  strategy: 

record  of  decisions  and  intended  activi- 
ties regarding  components  of  marketing 

f)  sales  projections: 

monthly  forecast  of  revenue  to  be  gener- 
ated from  strategy 

g)  financial  statements: 

statements  of  cash  flow,  profit  and  loss, 
balance  sheets,  breakdowns 

h)  operations: 

key  personnel,  type  of  ownership, 
policies  and  methods  of  operating 
business 

i)  geographic  analysis: 

geographic  unit  of  market,  e.g.  according 
to  country,  province,  region,  city  or 
neighbourhood 


3.2  fulfil  role  in  fol- 
lowing marketing 
plan 


outline  how  to  fulfil  role  in  following  marketing 
plan: 

a)  document: 

• cold  calls/visits/appointments 

• promotions 

• advertising 

• trade  shows 

b)  submit  quarterly,  annual  and  long-term 
objectives 

fulfil  role  in  following  marketing  plan 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  3: 
IMPLEMENT 
MARKETING 
PLAN 


The  participant  must: 


STANDARD 


The  participant  will: 
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3.3 


fulfil  marketing 
plan  objectives 


outline  how  to  fulfil  marketing  plan  objectives: 

a)  identify  marketing  plan  objectives 

b)  follow  critical  paths,  e.g.  completion  date 
for  sales  blitz 

fulfil  marketing  plan  objectives 


3.4 


identify  reasons 
for  adjusting 
marketing  plan 


identify  reasons  for  adjusting  marketing  plan: 

a)  changes  in  economy 

b)  not  reaching  target  market 

c)  assessments  of  client  qualification 

d)  changes  in  demographics 


D.  MARKET 
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D.  MARKET 
PLANNING 


SKILL  4: 
EVALUATE 
MARKETING 
PLAN 


The  participant  must: 


4.1 


outline  compo- 
nents of  market- 
ing plan 
evaluation 


STANDARD 

The  participant  will: 

outline  components  of  marketing  plan 
evaluation: 

a)  finances: 

• profitability,  e.g.  occupancy  percentage, 
average  sales  rate 

• cost  effectiveness 

• contribution  to  operation 

b)  public  image 

c)  use  of  facilities 

d)  effectiveness  of  marketing  plan 


CORE 


SALES  REPRESENTATIVE  STANDARDS 
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SKILLS: 
PARTICIPATE  IN 
BUDGET 
PLANNING 


STANDARD 


The  participant  must: 


The  participant  will: 


5.1  participate  in 
preparation  of 
budget  plans 


outline  how  to  participate  in  preparation  of 
budget  plans: 

a)  provide  input  for  sales  projections 

b)  compare  previous  year’s  actual  and  bud- 
geted sales 

c)  analyze  current  market  strength 

d)  analyze  current  economy 

e)  research  upcoming  major  events 

f)  provide  input  regarding  upgrades  and 
capital  expenses 

participate  in  preparation  of  budget  plans 
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SKILL  1: 

USE 

PROFESSIONAL 

APPROACH 


The  participant  must: 


STANDARD 

The  participant  will: 


1.1  use  time  man- 
agement 
techniques 


E.  PROFESSIONAL 
DEVELOPMENT 


identify  time  management  techniques: 

a)  consider  quality  sales  time  to  be  top 
priority 

b)  set  short,  medium  and  long-range  goals 

c)  ensure  deadlines  are  met: 

• make  note  of  deadlines 

• outline  steps  to  follow  in  order  to 
achieve  final  product 

• determine  deadlines  for  each  step 

• contact  clients  and  supervisor  on  ongo- 
ing basis  to  share  accomplishments 
and  problems 

• ensure  personal  timelines  correspond 
with  company  timelines,  e.g.  marketing 
plan 

d)  maintain  organized: 

• filing  system 

• desk 

• in/out  system 

• appointment  records 

e)  review  time  planner  and  update  as 
required 

f)  evaluate  previous  day  to: 

• determine  necessary  follow-up 

• determine  duties  not  completed 

g)  plan  day: 

• consider  deadlines 

• review  time  planner 

• check  files 

• finish  duties  carried  over  from  previous 
day 

• confirm  meetings  and  appointments 

• plan  calls  and  activities  for  following 
day 

use  time  management  techniques 


1.2 


outline  impor- 
tance of  honour- 
ing confidentiality 


outline  importance  of  honouring 
confidentiality: 

a)  so  as  to  not  give  competitors  an  advan- 
tage over  company 

b)  to  respect  client  privacy  and  trust 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  1: 

USE 

PROFESSIONAL 

APPROACH 


The  participant  must: 


STANDARD 


The  participant  will: 


1.3  honour  confiden- 
tiality of 
information 


identify  how  to  honour  confidentiality  of 
information: 

keep  information  about  clients  and  company 
business  confidential,  for  example: 

a)  specifics  of  bookings,  e.g.  guests’  names 

b)  price  structures 

c)  client  names 

d)  meeting  dates 

honour  confidentiality  of  information 


e 


1 .4  identify  negative 
influences 


identify  negative  influences: 

a)  discussions  of  salary 

b)  in-house  gossip 

c)  negative  and  disenchanted  co-workers 

d)  empire  builders 


1 .5  identify  impor- 
tance of  basing 
sales  on  merits 
of  product  rather 
than  weaknesses 
of  competition 


identify  importance  of  basing  sales  on  merits 
of  product  rather  than  weaknesses  of 
competition: 

a)  creates  reputation  of  respect 

b)  strengthens  rapport  between  peers 

c)  projects  image  of  product,  e.g.  product 
stands  on  own  merits  rather  than  weak- 
nesses of  competition 


1.6 


be  punctual 


outline  how  to  be  punctual: 

a)  do  not  keep  appointments  waiting 

b)  respect  time  of  others 

c)  make  efficient  use  of  time 

be  punctual 


1 .7  be  thorough 


identify  how  to  be  thorough: 

a)  follow  up  on  commitments 

b)  get  as  much  information  as  possible  by 
using  good  questioning  skills 

c)  write  down  all  information 

d)  place  clients’  needs  above  other  respon- 
sibilities 

e)  leaves  message  when  clients  are 
unavailable 

f)  act  upon  telephone  messages  promptly 

be  thorough 
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SKILL  1: 

USE 

PROFESSIONAL 

APPROACH 


The  participant  must: 


STANDARD 


The  participant  will: 


1 „8  work  with  the 
public 

successfully 


outline  how  to  work  with  the  public 
successfully: 

a)  adjust  behaviour  to  suit  situation  and 

group: 

• dress  appropriately 

• use  appropriate  terminology  and  tone 
of  voice 

b)  use  good  manners: 

• chew  gum  discreetly  or  not  at  all 

• base  decision  to  smoke  on  preference 
of  client 

• drink  alcoholic  beverages  in 
moderation 

• avoid  interrupting  others  and  apologize 
if  interruption  is  necessary 

• do  not  talk  with  mouth  full 

• respect  client’s  time  and  schedule 

work  with  the  public  successfully 


T9 


demonstrate  pro- 
fessional 
etiquette 


E.  PROFESSIONAL 
DEVELOPMENT 


outline  professional  etiquette: 

a)  when  appointments  arrive,  ensure: 

• clients  are  greeted 

• coats  are  hung  up 

• clients  are  comfortable 

• meeting  takes  place  as  soon  as 
possible 

b)  greet  client  by  rising  and  shaking  client’s 

hand 

c)  answer  questions: 

• if  answer  is  unknown,  state  ‘I  am  sorry; 

I don’t  know,  but  I’ll  find  out’ 

• if  answer  is  readily  available,  obtain 
and  pass  information  on  to  client 

• if  answer  is  not  readily  available,  offer 
to  research  question  and  contact  client 
as  soon  as  possible 

• when  question  is  one  which  sales  rep- 
resentative does  not  wish  to  answer, 
reply  I’m  sorry  but  I really  can’t/prefer 
not  to/don’t  feel  free  to  discuss  that 
right  now’ 

d)  end  meeting  using  possible  closures: 

• say  ‘Since  I have  another  appointment 
in  a few  minutes,  let’s  discuss  our  pri- 
mary concern  so  that  we  won’t  have  to 
stop  before  resolving  it’ 

• have  secretary  enter  office  and  say,  Tm 
sorry  but  your  next  appointment  is  due 
any  minute’ 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  1: 

USE 

PROFESSIONAL 

APPROACH 


The  participant  must: 


STANDARD 


The  participant  will: 


1 .9  cont’d. 


• summarize  meeting 

• as  last  resort,  rise  from  chair 

e)  when  calling  on  others: 

• be  on  time 

• telephone  when  behind  schedule 

• give  name  and  time  of  appointment  to 
receptionist 

• ask  where  coat  may  be  placed 

• if  kept  waiting  for  more  than  20  minutes 
ask,  ‘Could  you  tell  me  when 

will  be  free?’  If  unable  to 

wait,  make  another  appointment;  do  not 
take  frustrations  out  on  receptionist 

• introduce  self,  exchange  greetings  and 
shake  hands  when  entering  office 

• offer  hand  when  saying  Thank  you’ 
and  ‘Goodbye’ 

• write  follow-up  letter  thanking  client  and 
summarizing  decisions  reached  at 
meeting 

f)  keep  personal  calls  on  office  telephone 
brief 

g)  use  business  cards 

• leave  card  with  prospective  clients  as 
record  of  visit 

• give  card  to  those  with  whom  continu- 
ing communication  would  be  beneficial 

h)  give/receive  small  business  gifts  as  a 
message  of  gratitude  without  implying 
obligation: 

• be  sure  company  policies  allow  gift  giv- 
ing/receiving 

• be  cautious  if  accepting  expensive  gifts 
as  they  sometimes  imply  obligations  to 
continue  doing  business  with  giver 


demonstrate  professional  etiquette 


1.10  use  good  per- 
sonal hygiene 
and  grooming 


identify  good  personal  hygiene  and 
grooming: 

a)  maintain  natural,  clean  looking  skin 

b)  control  body  odour 

c)  maintain  proper  oral  hygiene 

d)  wear  clean,  well-maintained  clothing 

e)  maintain  clean,  groomed  hair 

f)  maintain  clean  finger-nails 

use  good  personal  hygiene  and  grooming 
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E,  PROFESSIONAL 
DEVELOPMENT 


SKILL  1: 

USE 

PROFESSIONAL 

APPROACH 


The  participant  must: 

1.11  describe  meth- 
ods for  dealing 
effectively  with 
pressure 


STANDARD 

The  participant  will: 

describe  methods  for  dealing  effectively  with 
pressure: 

a)  pursue  physical  and  mental  health: 

• get  regular  exercise 

• get  sufficient  sleep 

• be  creative  in  daily  pursuits 

• share  self  by  helping  others 

• allow  time  for  self  and  own  interests 

• share  ideas  with  others 
use  relaxation  techniques: 

• deep  breathing 

• stretching 

• progressive  muscle  relaxation 
keep  business  and  personal  life  separate 
prioritize  responsibilities 


b) 


c) 

d) 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  2: 

SEEK 

PROFESSIONAL 

DEVELOPMENT 


The  participant  must: 


STANDARD 


The  participant  will: 
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2.1 


identify  how  to 
improve  personal 
performance 


describe  how  to  improve  personal 
performance: 

a)  conduct  self-assessment  of: 

• personal  resources: 

- physical 

- intellectual 

- social 

- emotional 

- spiritual 

• preferences  for  work  environment: 

- team  or  individual  worker 

- routine  or  variety 

- structured  or  non-structured 

- fast-paced  or  relaxed 

- background  or  spotlight 

- working  with  people  or  data 

• accomplishments  and  failures 

• personal  traits: 

- biological  rhythms,  i.e.  morning  or 
evening  person 

- general  energy  level 

- sensitivity  to  light,  noise,  temperature 

- general  stress  level 

- sociability 

b)  ask  for  feedback  or  constructive  criticism 
from  peers  and  clients 

c)  identify  strengths  and  weaknesses 


2.2  increase  knowl- 
edge of 
profession 


describe  how  to  increase  knowledge  of  1 

profession:  E.  PROFESSIONAL 

a)  use  industry-related  audio/audio-visual  DEVELOPMENT 

tapes 

b)  attend  sales  conferences 

c)  take  courses  related  to  profession 

d)  read  related  trade  publications 

e)  seek  advice  from  experienced,  success- 
ful peers 

f)  use  training  benefits  and  support  offered 
by  company 

increase  knowledge  of  profession 
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SKILL  2: 

SEEK 

PROFESSIONAL 

DEVELOPMENT 


The  participant  must: 


STANDARD 


The  participant  will: 


2.3 


identify 

approaches  to 
self-improvement 


identify  approaches  to  self-improvement: 

a)  join  a public  speaking  club,  e.g. 
Toastmasters 

b)  take  courses  of  personal  interest,  e.g.  art, 
history 

c)  learn  new  languages 

d)  learn  new  sports 

e)  take  fitness  classes 

f)  take  wine  appreciation  courses 


E.  PROFESSIONAL 
DEVELOPMENT 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  1: 
MAINTAIN 
POSITIVE  STAFF 
RELATIONS 


The  participant  must: 


STANDARD 


The  participant  will: 
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1.1 


follow  company 

chain-of- 

command 


describe  how  to  follow  company  chain-of- 
command  in  sales  and  marketing 
department: 

report  to  supervisor  as  identified  by  house 
policy,  for  example: 

general  manager  marketing/sales  manag- 
er and  catering  manager  ->  sales 
representative 

or 

general  manager  accounting  manager, 
marketing  manager  and  plant  manager  -4 
sales  representative 

follow  company  chain-of-command 


1.2 


describe  benefits 
of  attending  staff 
social  functions 


describe  benefits  of  attending  staff  social 

functions: 

allows  sales  representative  to: 

a)  enhance  working  relationship  with  fellow 
staff 

b)  interact  on  a personal  level  with  fellow 
staff 

c)  explain  position  and  responsibilities  to 
fellow  staff 


1.3 


maintain  positive 
staff  relations 


describe  how  to  maintain  positive  staff 

relations:  __ __ 

adapt  to  personal  style  of  co-workers  and  F.  HUMAN 
management  by  considering:  RELATIONS 

a)  personality  traits 

b)  style 

c)  attributes 

d)  likes  and  dislikes 

e)  motivation 

f)  work  habits 

g)  interests 

h)  expectations 

maintain  positive  staff  relations 
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F.  HUMAN 
RELATIONS 


SKILL  1: 
MAINTAIN 
POSITIVE  STAFF 
RELATIONS 


The  participant  must: 
1 A be  a team  player 


1 .5  follow  proce- 
dures for  interde- 
partmental 
communication 


STANDARD 

The  participant  will: 

describe  behaviour  of  a team  player: 

a)  recognize  contributions  of  all  staff 

b)  thank  others  for  assistance 

c)  praise  others  when  deserved 

d)  treat  fellow  staff  with  respect 

e)  address  fellow  staff  by  name 

f)  assist  others  when  possible 

g)  communicate  regularly  and  as  needed 

be  a team  player 

outline  guidelines  for  interdepartmental 
communication: 

a)  maintain  contact  with  other  departments 

b)  be  acquainted  with  department  heads 

c)  treat  personnel  with  respect 

d)  confirm  interdepartmental  discussions  in 
writing  and  keep  a copy 

e)  send  copy  of  memo  to  all  departments 
which  may  be  affected  by  departmental 
changes 

f)  discuss  problems  as  they  arise  with 
supervisor 

follow  guidelines  for  interdepartmental 
communication 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  2: 
MAINTAIN 
POSITIVE  PUBLIC 
RELATIONS 


The  participant  must: 

2.1  greet  clients 
upon  arrival 


STANDARD 

The  participant  will: 

describe  important  elements  of  greeting 
clients  upon  arrival: 

a)  use  clients’  name  to  ensure  clients  feel 
important  and  recognized 

b)  be  well  organized,  e.g.  have  room  keys 
ready 

greet  clients  upon  arrival 
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2.2  build  good  work- 
ing relationships 
with  clients 


outline  techniques  for  building  good  working 
relationships  with  clients: 

a)  know  clients’  important  dates,  e.g.  birth- 
days, anniversaries 

b)  acknowledge  clients  upon  arrival 

c)  comment  on  topics  of  interest  to  clients 

d)  identify  clients’  needs  and  attempt  to 
meet  or  exceed  needs  whenever  possible 

e)  respect  clients’  confidentiality 

f)  ask  clients  for  feedback 

g)  respond  creatively  to  clients’  problems 

h)  thank  clients  for  patronage 

build  good  working  relationships  with  clients 


2.3 


attend  to  VIPs 


describe  techniques  for  attending  to  VIPs: 

a)  inform  staff  of  arrival  time  of  VIP 

b)  encourage  staff  to  address  VIP  by  name 
or  title,  as  appropriate 

c)  know  VIP’s  important  dates,  e.g.  birth- 
days, anniversaries 

d)  be  aware  of  VIP’s  preferences  and 
accommodate  whenever  possible 

e)  ask  VIP  if  everything  is  satisfactory 

attend  to  VIPs 


F.  HUMAN 
RELATIONS 


2.4 


maintain  a posi- 
tive company 
image 


describe  techniques  for  maintaining  a posi- 
tive company  image: 

a)  seek  constructive  feedback  from  clients 

b)  deal  with  problems: 

• correct  problem,  if  possible 

• if  correction  is  not  possible,  compen- 
sate with  gift,  e.g.  fruit  basket 

• do  not  pass  blame  for  problem  on  to 
others 

c)  be  involved  in  community  events: 

• volunteer  to  be  on  committees 

• attend  receptions 

maintain  a positive  company  image 
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SKILL  2: 
MAINTAIN 
POSITIVE  PUBLIC 
RELATIONS 


The  participant  must: 


STANDARD 


The  participant  will: 


maintain  good 
working  relation- 
ships with 
competitors 


describe  techniques  for  maintaining  good 
working  relationships  with  competitors: 

a)  share  large  bookings  when  unable  to 
handle  alone 

b)  recommend  appropriate  properties  when 
unable  to  handle  booking 

c)  share  expenses  for  provincial  and  region- 
al advertising  campaigns  with  other 
properties 

maintain  good  working  relationships  with 
competitors 


F.  HUMAN 
RELATIONS 


SPECIFIC 


SALES  REPRESENTATIVE  STANDARDS 


SKILL  1: 
MAINTAIN 
INTERNAL 
PAPERWORK 


The  participant  must: 


STANDARD 

The  participant  will: 


• 1.1 


follow  booking 
procedures 


describe  booking  procedures: 

a)  understand  booking  contract  and  its 
implications 

b)  consider  impact  booking  will  have  on 
entire  operation 

c)  confirm  space 

d)  determine  status  of  booking,  i.e.  proposal 
(speculative  or  tentative)  or  contract 
(definite) 

e)  prepare  necessary  paperwork,  e.g.  enter 
data,  proposals  and  contracts 

f)  follow  up  on  speculative  and  tentative 
bookings 

g)  complete  documentation,  e.g.  function 
sheet,  memo  to  inform  departments 
involved 

follow  booking  procedures,  with  considera- 
tion of  company  policy 


1.2 


identify  invoicing 
procedures 


identify  invoicing  procedures: 

a)  forward  paperwork,  e.g.  completed  con- 
tracts to  all  departments  involved 

b)  be  familiar  with  accounts  payable/ 
receivable 

c)  be  familiar  with  credit  policies 


1 .3  prepare  sales 
reports 


describe  guidelines  for  preparing  sales 
reports: 

a)  document  all  calls  and  meetings 

b)  write  out  objectives  and  agreed  upon 
courses  of  action  immediately  following 
contact  with  client 

c)  circulate  draft  sales  reports  within  appro- 
priate departments 

d)  attend  sales  meetings  as  dictated  by 
management 

e)  submit  sales  reports  on  time 
prepare  sales  reports 


1.4  submit  documen- 
tation for  busi- 
ness-related 
expenses 


describe  guidelines  for  submitting  documen- 
tation for  business-related  expenses: 

a)  obtain  receipts  for  all  allowable  expenses 

b)  record  expenses  on  expense  claim  form 

c)  submit  all  receipts  and  forms 

submit  documentation  for  business-related 
expenses,  with  consideration  of  company 
policy 
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G.  ADMINISTRATION 


